COMPTON’S BARTON A. CUMMINGS 
Next target, $60 million (see page 46) 


Featured in this issue: 


Fort Wayne proves 


tv turns strangers 
into customers 


Index on page 13 















When the famous “Culinary Arts” 
cookbooks went on sale in several 
selected groups of Nashville food 
stores, the entire advertising program 


for them consisted of a 26-week 


schedule of daytime spots on Channel 
4. “This,” said local advertising men, 


“will be an interesting 








test of the selling 














power of WSM-TV’s 
daytime program- 
ming.” 

RESULTS? 


Successful beyond all 


expectations : 317,649 














copies sold. 








For further proof of 





the selling power of 
daytime advertising on Channel 4, 


contact WSM-TV’s Irving Waugh or 


any Petry man. 


WSM-TV 


Clearly Nashille’s #1 Station 
NBC Affiliate 














Frankly we're bubbling over 
with pride here at the 
Country House .. . . a pride 
we'd like to share with 

you, the members of 

our industry. Since the 
official opening on 

October 31st, thirty-five 
thousand people have 


visited our new home. 





If we were to condense 


the collective reaction 










FROM THE 


WIM COUNTRY HOUSE jemereen 


we're a bit cautious 

about the word fabulous... 
but we do think that 

IN LANSING, MICHIGAN sm cevnry Hose, 
with its flowing ranch 
type exterior and graceful 
French Provincial interior, 
rates as one of the nation’s 
finest plants. Certainly 
it has no peer for styling, 
comfort, convenience and 
utilization. We'd like you 
to see it. If your travels 
this year bring you within 
shouting distance of 
Central Michigan, give 

vs acall. We can 

promise you a personal 


(but willy Us 
tour and the most 


FOR A TOUR OF OUR NEW HOME..... > grecious hospitality. 


L 


























Ss | Coverage that Counts! 


NBC CBS ABC 












@ Lansing 
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1s [21] Contumasty [7] Besement [33] Redo Room, Studio C [39] Cheats Vaewing [i5) Mester Control ond 
f3a} fol Teterisnon Tremsma ater @ Saginaw 
06> Eeocumve Ofheces [22] Typng [28] Messe Room 34] AM Control [40] Telerssom Studio A : 
: — 46] Men's Dressing @ Battle Creek 
” [23] setesmes [35] Art Dwector [5] Recorg («] Orapertion [x] e 
i) a [24] Loses [30] Engineer [36] Teteron Studio 8 [42] Fam Dept fe] Sales Saati @ jackson 
= 2 
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It’s an Old American® 


It all started at Concord with the “shot heard round the world’”’...and ever since we’ve 


celebrated Independence Day, every American has felt a sense of pride at the defiance of our 


little, unformed nation to the might of a great Empire. 


And we can’t help feeling a sense of pride at the loyalty which local viewers show for their 


favorite hometown programs. We’re proud because they pay off to advertisers. It shows that 


the American people are still ““Shome-folks.” 


WSB-TV...... Atlanta 
WBAL-TV. . . Baltimore 
WFAA-TV...... Dallas 
KOA-TV....... Denver 
WICU.......... Erie 
KPRC-TV..... Houston 
WIIM-TV..... Lansing 
KARK-TV. . . Little Rock 


KABC-TV. . Los Angeles 
WTVW..... Milwaukee 
KSTP-TV. . Mplis-St.Paul 
WSM.-TV.... Nashville 
WATV...... New York 
WTAR-TV..... Norfolk 
KMTV........ Omaha 
WTVH-TV...... Peoria 


ABC Pacific Television Regional Network 


WENS..... Pittsburgh 
WOAI-TV. . San Antonio 
KFMB-TV. .. San Diego 
KGO-TV..San Francisco 


*KTBS-TV. . Shreveport 


KREM -TV sees Spokane 
a aS, CC 
KEDD . seeee . » Wichita 


*On air—Sept. 1st, 1955 
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NEW YORK + CHICAGO 


Rihana _ . 


REPRESENTED BY 


Edward Petry & Cog Inc. 


LOS ANGELES 


DETROIT 


ST. LOUIS 





SAN FR 


sco 





ATLANTA 








33333; 
333: 










NOW 


\ 


7 AND 
THE TALLEST TOWER 
IN | 


EASTERN OKLAHOMA 


(1330 ft. above average terrain) 


TELEVISION BASIC 





represented by — 


BLAIR-TV 

















Letter from the Publisher 
A Glance Back 


In retrospect, the 33rd annual NARTB convention in Washington was 
a solid success. 

The highlight, of course, was the precedent-shattering appearance of 
President Eisenhower, the 34th President of the United States. In a clear, 
crisp and concise address, the President came right to the point: Tv and 
radio are more important than newspapers as a molder of public opinion. 

There is no doubt about it, as readers of TELEVISION AGE know from 
our cover story last month. Ike is a tv President. He is the first President 
to telecast a press conference. He is the first president to telecast a cabinet 
meeting. With John Foster Dulles, he is the first to have a Secretary of 
State report to the public on television. And Eisenhower is the first 
president to appear before the NARTB. 


Thanks for the Assist 


We are most appreciative of the fine cooperation we received from 
James Hagerty, presidential press secretary, Murray Snyder and Robert 
Montgomery for their help in preparing our feature. 

Since then, Ike’s magnetic television personality has also been acknowl- 
edged by other publications. The week after our cover story appeared, 
the New York Herald Tribune ran Roscoe Drummond’s story on Ike 
before the television cameras. That was followed by Sidney Shalett’s fine 
piece in The Saturday Evening Post on the President and tv. 

Delegates to the convention will also agree that a special vote of 
commendation should be given to the exhibitors who paid a large part 
of the freight for these meetings and who put up with the inadequacies 
and inconveniences of staging a convention in Washington—those per- 
spiring, hard working personnel who labored in the Shoreham garage 
and the film exhibitors who had their problems with displays and con- 
centrated traffic. The “commercial” highlight of the conclave was Oliver 
Treyz’ revealing and useful presentation on the Television Bureau of 
Advertising. 


Back to Chicago 


Next year, the convention moves back to Chicago. It appears that a 
four-day session, with two days devoted to television and two, to radio, 
is the most practical. And many important subjects, omitted from the 
agenda this year, should be included next year—film, color, rates and 
other points of basic interest to broadcasters. 

But the advantages this year far outweighed the disadvantages, and 
the industry owes a special vote of thanks to Henry Clay and Clair 
McCollough, co-chairmen whose efforts brought President Eisenhower to 
the convocation. In short, the Washington convention fully achieved its 
objective by bringing together the industry and government officials. 


Fall Spot Outlook 

Next month TELEVISION AGE will publish its 3rd annual Fall Spot Outlook. 
The issue will contain the names of some 2,000 timebuyers and account 
executives, a review of the key active spot accounts over the past six 
months and a preview of spot activity for the next six months. There 
have been many personnel changes over the last twelve months, and 
the updated timebuyer list is one that you will want to keep and check. 

We are publishing this information in July because last year July was 
the most active month for fall spot placement. We are planning the issue 
so that it will be a basic buying and selling tool for spot advertisers, 
agencies and stations. Cordially. 


I. Meck 


have you 
seen 
the 















results 
in 
the 
channel 


mighty 
market 





GAL-TV 
LANCASTER, PENNA. 


NBC * CBS * DuMont 








Yes, advertisers are talking about the 
results they get on WGAL-TV — the 
one station that covers a. rich, vast 
market with 3 million people who 
have more than $5% billion to spend. 


Channel 8 Mighty Market Place 


Harrisburg Reading 
York Lebanon 
Hanover Pottsville 
Gettysburg Hazleton 
Chambersburg Shamokin 
Waynesboro Mount Carmel 
Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 
Martinsburg Hagerstown 


STEINMAN STATION 
Clair McCollough, Pres. 





Representatives: 

MEEKER TV, Inc. 
New York Chicago 
los Angeles San Francisco 
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COMPELLING BAL 
: —_ raat A WEEKLY SERIbp , 
© STIRRING TV DRAMA! € | 2) 
© DARING PHOTOGRAPHY! 
* AUTHENTIC STAGING! 51s yy 9p STARS EVERY WEEK! ioe 
. . . EVERYTHING to 
make this the most talked 
about show on Television! ; 
| : a2 WS 





























4 EAUSE it's SCIENCE! 


110 


2? BAUSE IT’S FICTION! 








RIE 
od DRAMATIC HALF-HOURS! 






Every story is based on scien- 
¥* tific facts dramatically dem- 
, onstraféd by your host... . 


) TRUMAN BRADLEY 


: AVAILABLE in Spanish, French, German and Italian 


DEM: 


ShOtstore 


a Ae) LOS: 


AND tat onty 
A BIG, NEW IDEA 
COULD PRODUCE! 


@® OLYMPIA BEER 22 West Const Morkets 
@ PICTSWEET 13 Morkets 

@ BROMO-SELTZER 17 Markets 
WHITE KING SOAP 5 Maorkets 
GERITOL 5 Morkets 

GENESEE BEER 3 Markets 


@ BANKS FIRST NATIONAL of Miami © FIRST 
NATIONAL of Atlonta @ NATIONAL BANK of Tulsa 
© AMERICAN NATIONAL BANK & TRUST CO. of 
Chattanooga © SECURITY FED. SAVINGS & LOAN 
Columbia,, $. Carolina. 


@ UTILITIES AriZONA PUBLIC SERVICE in 
Phoenix, Yuma @ NEW ENGLAND GAS & ELECTRIC 
in Boston @ CENTRAL MAINE POWER CO. in Portland 
© NATURAL GAS COMPANIES in Pittsburgh @ 
PROVIDENCE GAS CO. & BLACKSTONE VALLEY GAS 
& ELECTRIC in Providence © MANUFACTURERS LIGHT 
& HEAT CO. Wheeling, W. Virginia 


@ FOODS 10BiN PACKING CO. in Utica, 
Rochester, Buffalo © MARMAT PACKING in Charlotte 
@ ACME SUPERMARKETS in Syracuse © PEVELY 
DAIRY in St. Louis © ASSOCIATED GROCERS in Billings 
© STRIETMANN BISCUIT in Huntington, W. Va. © 
KOTARIDES BAKING in Norfolk © HATHWAY BAKER- 
IES in Providence © WOODHAVEN DAIRY in Mobile, 
Alabama ©@ TEXAS COFFEE CO. Beaumont, Texas 


@ GASOLINE Wisconsin Ol CO. in Mil- 
woukee @ CONTINENTAL Ol! CO. in Dallas @ BELL 
OlL CO. Ada, Oklahoma © PHILLIPS PETROLEUM 
in Greensboro, N. Carolina 


@ AUTOS Ford 5 Western Morkets © PLY- 
MOUTH 2 Big City Markets © PONTIAC 1 Market 


AND MANY MORE 















You know 
what's happening! 








™ advertisers and agencies have known for many years 
that WHO, Des Moines, is one of the nation’s greatest 


radio stations — the biggest, most popular, most productive 


station in Iowa Radio. 


For the sake of all you successful new TV people, 
that fact helps explain why WHO-TYV, in one short year, 


has become one of the nation’s top television stations. 


Suggestion: Next time you talk withthe wisest “old hand” 
you know in radio or television — ask about WHO-TV. 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
2m, WHO -T 
WHO-TV 


WHO-TV 


Channel 13 + Des Moines - 


Col. B. J. Palmer, President 

P. A. Loyet, Resident Manager 
Free & Peters, Inc. 
National Representatives 


Better still, ask Free & Peters! 
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If you want to reach the television 
viewers of the South Bend Market 
there’s only one way to do it. Buy 
WSBT-TV. This station gives you 
more viewers than all the others put 
together! No other station, UHF or 
VHF, whose signal reaches the South 


‘Bend’ Market, even cories close to 


WSBT-TV in share-of-audience. Fur- 
thermore,.when. you use this station, 
your sales-story is presented with a 
clear, interference-free picture. 


* TV Hooperatings, ‘Nov., 
Bend-M ishawaka, Ind. 


1954 for South 


* Pulse, Jan., 1955 for the 4 Northern Indi- 
ana Counties of St. Joseph, Elkhart, Marshall 
and Kosciusko. 


A BIG MARKET...A PROSPEROUS MARKET 


The primary coverage area of WSBT-TV embraces a prosperous 9-county 
market in Northern Indiana and Southern Michigan. The following in- 
come and sales figures show clearly the sales potential of this great market: 


Effective Buying Income . . $1,165,620,000. Food Sales . . $182,091,000. 


Total Retail Sales 


$783,927,000. Drug Sales . . . $22,930,000. 


Source: Sales Management Survey of Buying Power, 1955. 


WSBT; 


CHANNEL 34 





SOUTH 
BEND, 
IND. 


on 
Du Mont 


A CBS BASIC OPTIONAL STATION 


ASK PAUL H. 


RAYMER COMPANY © NATIONAL REPRESENTATIVES 
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the afternoon 
audience 
is sewed up 
for you! 














Lae a 


In October ...In December ...Now once again in April, the Dallas 
Metropolitan Area Telepulse shows WFAA-TV has more afternoon 
audience than the other DALLAS-FORT WORTH STATIONS COM- 
BINED!! That's straight through the week, from 12 noon ‘til 6:00 p.m. 
Sunday through Friday. 

That's a whale of a record, and one that will let you set a whale 
of a sales record when you latch on to this big bag of customers at 
low daytime rates. 

And remember this: When it gets so hot in these parts you can 
fry an egg on the sidewalks, more and more folks stay in with air 
conditioning and TV. This big audience gets even bigger as the 
weather gets hotter!!! 

The audience is sewed up. Now you sew up the sales by calling 
your Petryman, or WFAA-TV for spot, program, or participation 
availabilities. 











RALPH NIMMONS, Station Manager 
EDWARD PETRY & CO., National Representative 
Television Service of The Dallas Morning News 
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35 Newsfront 
The way it happened 


Digest of national activity 


The month’s contracts 


7 Publisher’s Letter 


Report to the readers 


7 Business Barometer 


TELEVISION—-BEFORE AND AFTER 


Its impact as a selling tool 
is surveyed in Ft. Wayne, Ind. 


FCC AND THE COURTS 


More and more tv-stake holders 
are appealing commission decisions 


COMPUTING COMPTON 


The agency’s past and present 
add up to an even better future 


THREE SHORT YEARS 


How Reub Kaufman and imagination 
built the thriving Guild Films, Inc. 


HOW TO FINANCE FILM 


Tv production risks must meet 
big business standards for a loan 


Cover: Anthony Saris 


82 Network Schedule 
The June line-up 


89 Washington Memo 
The NARTB convention 


Tele-scope 93 Wall Street Report 
What's ahead behind the scenes 


The financial picture 


95 Set Count 
Market-by-market figures 


57 Spot Report 95 New Stations 


The openers’ openings 


75 Film Sales 101 In the Picture 


Portraits of people in the news 


104 In Camera 
The lighter side 
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WJAR-TV 


‘Is The Prime Source 


_ For Entertainment 
In Southern New England! 


WJAR-TV gives more people 
more pleasure than any other 
medium of entertainment in 
Southern New England! One 
and a half million loyal view- 
ers look to WJAR-TV for relax- 
ation, pleasure and enter- 
tainment regularly. 


More people in WJAR-TV 
Land watch our programs 
than do anything else—except 
breathe, talk, walk and eat. 
To sustain their loyalty, it is 
our trust to bring to each home 
the best in television. 
W4JAR-TV 
gives entertainment 
and sells merchandise 


POWERFUL 10 DOMINATES! 


Providence, Rhode Island 





Represented Nationally by WEED 
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To help keep network TV pictures 
clear as they go from city to city, the 
Bell System is installing Automatic 
Switching Equipment (A.S.E.) on all 
major multi-channel radio relay routes. 
Here’s how it works: 


Even the most carefully engineered 
microwave radio systems are affected 
by some fading caused by atmospheric 
changes. The only way to avoid this 
interference in television pictures car- 
ried from city to city by radio relay is 
to switch the signals to another path. 

Manual switching is not fast enough 
to beat sudden fades. To make the 


BELL TELEPHONE 





picture clear... 


change-over automatic, the Bell System 
designed A.S.E. which switches radio 
relay channels in a split second. 


Now—when fading threatens—it is 
recognized by an electronic device that 
sends a warning signal back to the con- 
trol station. The picture is then switched 
automatically to a protection channel. 
The entire operation could take place 
several times a second without disturb- 
ing your program in any way. 


Advances of this sort in equipment 
and technique assure that the television 
public will have the benefit of the best 
possible service now and in the future. 


SYSTEM 


Providing transmission channels for intercity television today and tomorrow 

















York 22 


New 


444 Madison Avenue, 


“Thumber’’ Becomes “‘Reader”’ 
I think your magazine is 


wonderful. I frankly thought that I 
was just going to thumb through it 
last night, but wound up reading some 
very interesting material in it. Con- 
gratulations on a wonderful job. 

At the same time, let me also ex- 
press my thanks for the write-up you 
gave me. ... 

E. R. TayLor 
Vice President 
Motorola, Inc. 

Chicago 


Picture History 
.... the column on subscription tele- 


vision and the Picture History of the 

Visual Medium. I found them both 

most interesting and well worth read- 
ing. 

Wituiam S. PaLey 

Chairman of the Board 

CBS, Inc. 

New York City 


. ... I particularly enjoyed going 
through the Picture History. . . . (How 
certain Hairlines have receded.) 

FRANK STANTON 
President 
CBS, Inc. 


Just went through your May book 
and found it so exciting I don’t know 
where to begin to congratulate you. 
However, first are my hearty congratu- 
lations to you on the appointment of 
John Esau as General Business Man- 
ager. Next enter my subscription here- 
with. . . . Your picture history of the 
visual medium is not only excellent but 
one which many people will put in 
their archives. 

Roswert PEuSCHLE 
New York City 


Double Play 
.... this will be a splendid associa- 


tion for John Esau . . . and for TELE- 
VISION AGE. 

Rocer W. Cuipe 

WFIL-TV 

Philadelphia 


Vital Information 
.... 1 regard it as highly impor- 


tant that I do not miss a single issue 

of your publication. . . . Because your 

magazine is of vital importance to 

me, will you please do everything 

possible to see that the sequence of 

copies sent to me is not interrupted 
by this change of address. . . . 

Frank L. CHIPPERFIELD 

Gardner Advertising 

St. Louis, Mo. 


Spot Report 
One of the important aspects of a 


timebuyer’s job is to keep up with spot | 

placements. Your Spot Report is a real 
help in this direction. 

FRANK SILVERNAIL | 

BBDO | 

New York City | 


.... the Spot Report. . . . informa- | 
tion could be very helpful in our op- | 
eration. 
} 
Earle Ludgin & Co.| & 

Chicago | 
interesting ty 


I like the format of your magazine| 41% 
A 


and found the articles most interesting. | 
Francis H. McApoo, Jr. | 
Emerson Drug Co. 


Baltimore, Md. 





Reads, Enjoys 
I am a frequent reader. . . . and find | 

it most interesting and enjoyable. | 
Eucene I. HARRINGTON 

President 

Fletcher D. Richards Adv. 

New York City 


Two Corporations 
. your April 1955 issue. . . 


FCC discrimination 
newspapers in 


about against 
licensing _ television 
“Cleveland the Press 
(Scripps-Howard ) Sa. <3 4 
and the Post (Scripps-Howard) owns 
WCPO-TV.” 
Scripps-Howard Radio, Inc., owns 


states that in 


owns 


our television stations in Cincinnati 
and Cleveland and has exclusive charge 
(Continued on page 25) 
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GENEVIEVE 
SCHUBERT 
Time Buyer 
Compton 
Advertising, Inc. 


says... 


“In the last 8 years 
it we have placed lots 
of television business 
on WNHC-TV in every 
season of the year... 
Spring, Summer, Fall 
and Winter. The re- 
sults in the Southern 
New England cover- 
age area have been 
very successful. In my 
opinion, WNHC-TV 
does the selling job 
.. expertly.” 












Compare these facts! 


15 County Service Area 


Population 3,564,150 
Households 1,043,795 
TV Homes 934,448 


See Your KATZ Man 


Serving Hartford & New Haven creas 





WNC 
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from the pen of one of the most inspiring writers of alli 


LLOYD C. DO 
‘DR. HUDSON'S SECRE 













JOHN 


starring\as 








DY 








ug 


the first tame on television............| Made expressly for 


local and regional 
sponsors— a brilliant, 
new series of dramas 
taken from the 

best seller by 





Lloyd C. Douglas, 

famed author of 
“Magnificent Obsession” 

and “The Robe” (2nd highest 


gross in film history). 


39 


half-hour films 


to enthrall the 
tens of millions of 


tyme... 





GLAS 
T JOURNAL 










Douglas fans everywhere. 


Immediately available from 
as Dr. Wayne Hudson 


| 

Produced by Eugene Solow 
and Brewster Morgan 

| 

| 

l 


WIRE, PHONE OR WRITE YOUR NEAREST MCA-TV OFFICE TODAY 
BEVERLY HILLS: 9370 Santa Monica Bivd., CRestview 6-2001 

ATLANTA © BOSTON © BUFFALO © CHICAGO © CINCINNATI © CLEVELAND © DALLAS © DETROIT © HOUSTON © INDIANAPOLIS © KANSAS CITY, MO. © MINNEAPOLIS © NEW ORLEANS 
NEW YORK © PHILADELPHIA © PITTSBURGH © ROANOKE © ST. LOUIS © SALT LAKE CITY © SAN FRANCISCO © SEATTLE © TORONTO © LONDON © PARIS 


AMERICA’S N¢ OGRAMS 








@ 


IN WICHITA-HUTCHINSON AREA 


(TOP 15 PROGRAMS—APRIL 1955 PULSE) 


ANNIE OAKLEY BARTLETT POTATO CHIPS - a : 
: NEWS, WEATHER, wenn wer 


and SPORTS 


_ 


Put “Windy” On Your 


Payroll, Too! 


Take a tip from “‘Windy,”’ cf 7 Maou oF 
the very spirit of Kansas TV! 
Enlist the services of KTVH 
with its dominance of the TV 
audience in rich mid-Kansas. 
Let top-flight day and night 
CBS shows and strong, high- 
AMES BROTHERS ROYAL CROWN COLA interest, local programming 
sow help sell your product. 
Contact a KTVH representa- 
tive, today! 


+ LIBERACE CALL THE PLAY WHITE OWL CIGARS 


KANSAS STATE BANK and 
WICHITA FEDERAL SAVINGS AND LOAN 


VHF 240,000 WATTS 

KTVH, pioneer station in rich Central coe CHAN NEL 4 2 
serves more than 14 important communities - 

sides Wichita. Main office and studios in Hutchin- CBS BASIC-DUMONT 

son; office and studio in Wichita (Hotel Lassen). Rep ted Nationally by H-R Rep fatives, Inc. 
Howard O. Peterson, General Manager. c 
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Out- performing 
ALL OTHER COLOR TV SYSTEMS 
i] 
\JU multi-scanner 
Atlanta, Georgia 


now installed at }WAGA-TV 


TUL V(GN 


out-selling.. 








































































































ou Mon first with the finest in television 











slides, 
opaques... 


In monochrome operation the 
Multi-Scanner provides pickup 
for 16 mm film, transparent 
slides and glossy or matte 
opaques. Simplicity of system 
assures operating economies, 
dependability and top perform- 
ance. 





The Color Multi-Scanner can be 
ordered as such, or may be a 
modification of the Monochrome 
unit. Principle of operation is 
identical to monochrome. The 
pickup assembly consists of 
three multiplier phototubes and 
color filters. There are no regis- 
tration problems with this 
system. 
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UNENCODED COLOR SWITCHER 
For control of color signals from color film equipment 
or other color pickup sources. 


CoLorR ENCODER 
To form the composite color video signal as transmitted 
from the TV station. 


BROADCAST COLOR PICTURE MONITOR 
Used to view a color picture either before or after system encoding. 


MULTI-CHANNEL WAVEFORM MONITOR 

Four separate signals can be viewed simultaneously on a 

4-gun display tube. Unit contains four separate video amplifiers 
and is designed for either monochrome or color operation. 


UNENCODED COLOR PATCH PANELS AND CORDS 

Designed for use in color systems requiring patching of red, 
green, and blue unencoded color signals. One panel permits twelve 
unencoded color circuits to terminate at the panel. 


CoLoR STABILIZING AMPLIFIER : 
Corrects signal deficiencies resulting from network coaxial cable 
or microwave transmission. 


CoLoR SYNCHRONIZING GENERATOR 
Provides the basic driving signals needed by color signal 
generating units. 


SuB-CARRIER GENERATOR 

Provides the necessary signals to adapt most monochrome 
syne generators to operate at the frequency required for 
color system pickup equipment. 


Burst KEY GENERATOR 
Supplies the “burst key” pulse to “key in” the color 
sub-carrier signal. 


CoLor SuB-CARRIER FREQUENCY MONITOR 
This equipment checks the accuracy of the color 
sub-carrier frequency. 


CONVERGENCE AND LINEARITY GENERATOR 
Supplies a bar or dot signal for linearity and convergence 
adjustments of color picture monitors. 


CoLor BAR GENERATOR 

Supplies the color bar pattern used for checking encoders, color 
monitois and other studio broadcast equipment and for transmission 
of test patterns facilitating adjustment of home color receivers. 


VECTORSCOPE 
Used to display and analyze an encoded color bar signal after 
passing through a television system. 


SQUARE WAVE GENERATOR 
Provides a square-wave test signal for use in color studio 
equipment testing. 


STEP WAVE GENERATOR 
Provides a composite video test signal for television system testing. 


LUMI-CHROME FILTER 

This unit is a switchable input filter for use with oscillographs 
in certain color signal analysis work, and is also useful for 
other color systems measurements where either low or high-pass 
filtering is required. 

POWER SUPPLY AND POWER SUPPLY REGULATOR 

Compact unit contains two low voltage supplies capable of 
delivering total of 500 ma. Single regulator supplies control 
voltage for any number of stacked power supplies. 


TELEVISION TRANSMITTER DEPARTMENT - ALLEN B. DU MONT LABORATORIES, INC. - CLIFTON, NEW JERSEY 


Copyright 1955 Allen B. DuMont Laboratories, Inc. 





































































Letters (Cont'd from page 15) 


of all their operations. The Scripps- 

Howard newspapers in those cities do 

not own the television stations and 

have nothing to do with their opera- 
tions. 

James C. HANRAHAN 

General Manager 

Scripps-Howard Radio, Inc. 

Cleveland 


(Note: Mr. Hanrahan, of course, is entirely 
correct. The corporation owning the news- 
papers and that owning the stations are 
separate and distinct.) 


Cats 
. . attached is a copy of letter to 


Mr. Allen M. Wilson, Acting President 
of The Advertising Council, Inc., com- 
plaining about their institutional copy 
display page, TELEVISION AGE, May, 
1955, entitled “Did you smear it on 
the cat?” 
Ropert KENDALL 
American Feline Society 


New York 


Allen M. Wilson, Acting President 
The Advertising Council 

. . . . We, of the American Feline 
Society, Inc., object most strenuously 
to this type of copy and (gulp!) art- 
work. . . . we of the Society have 
labored hard and diligently these past 
seventeen years to build the Cat to its 
present popularity (from 12th to sec- 
ond position, as a pet) not as profes- 
sional charity workers, pulling down 
salaries and expenses; but, in the 
manner of certain religious sects, each 
picking up his or her own tab and 
feeding the treasury as well, making 
all this possible. 

It has been no small task reversing 
public 


witches-cats theory, evil omens, 


{old wives’ tales, 
‘cat 
scratch disease’, fighting anti-cat legis- 


opinion 


lation, etc.) and overcoming . . . the 
gross indifference on the part of sup- 
posedly intelligent people, with regard 
to the welfare of all animals. 

One such piece of smart-aleck copy 
and (ugh!) artwork can undo thous- 
ands of hours’ dedicated work. . . . 

RosBert KENDALL 
American Feline Society 


New York 


Doers and Readers 
Since your story appeared on the 
Toy Guidance Council TELEVISION AGE, 


March 1955, visiting firemen from 
many stations have popped in on me 
with tidbits of information on the °54 
campaign in their markets or sugges- 
tions for 1955. 

One chap even brought his own 
original toy with him and wanied an 
evaluation. All of which convinces me 
that the reader’s of TELEVISION AGE are 
the “doers” in our business—the men 
and women who go out and make 
things happen. 

Ep RATNER 
Radio-Tv Director 
Friend-Reiss Adv. 
New York City 
Film Article Useful 

. ... On reading the article (“What 
Price Film Commercials?”), I find 
there is a great deal of information 
which would be of help to me in deal- 
ing with filmed commercials. As the 
first copy I requested was for a client, 
would you please be good enough to 
mail another to me for my own use? 

Rutu F. PLanpinc 
C. J. LaRoche Advertising 
New York 


Steps to a Commercial 
It was with the usual interest that I 


read Herbert J. Leder’s article in the 
May issue on the creation of a com- 
mercial in an agency. 

I would like to point out that the 
steps Mr. Leder outlined as standard 
operating procedure are not unlike the 
steps taken at the producer level, es- 
pecially here at Kling studios when 
creating custom commercials for our 
clients. 

Altogether it was an excellent ar- 
ticle, and Mr. Leder is to be con- 
gratulated. 

Frep A. NILEs 

Vice President 

Kling Film Productions 
Chicago 


Served Well 
. . . - Incidentally, while I have my 


pen in hand, I would like to tell you 
how valuable RELEVISION AGE is to me 
in my work. Although we do not have 
a large number of accounts using tele- 
vision, your publication has served me 


well in many instances. 
Mrs. Barpara R. SEEVER 
Media Director 
Evans & Assocs. 


Fort Worth 

















Make that buy WJAC-TV and you've 
taken the three busy Southwestern 
Pennsylvania markets out of the sun, 
and tucked them conveniently on 
your own front porch. What better 
sales spot? Hooper rates WJAC-TV: 


FIRST in Johnstown 
(a 2-station market) 
SECOND in Pittsburgh 
(a 3-station market) 

FIRST in Altoona 
(a 2-station market) 


Enjoy greater sales coverage with 
the one buy that covers three .. . 





Get full details from your KATZ man! 
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whio-tv 


¢ DUMONT 


Channel 7 Dayton, Ohio 


ONE OF AMERICA’S GREAT AREA STATIONS 





Ever monitor your TV spot 
when it looked like this ? 


On WHIO-TV, your film show 
or film commercial is sharp 


and clear every time! 


Now, WHIO-TV has the very latest 
and finest film camera equipment* 
to give you “‘live” picture quality. 
Here’s your assurance that all the 
time and money spent in your care- 
fully planned and produced films will 
be transmitted with sharpness and 
clarity. This brand new equipment is 
just part of the new facilities in 
WHIO-TV’s two million dollar radio- 
television center. Call George P. 
Hollingbery for complete informa- 
tion on WHIO-TV, now on the air with 
the sharpest pictures ever shown. 
*Installation of new RCA Vidicon cameras 


has just been completed and the film 
cameras are now in operation, 

















Business barometer 





The television business gained sharply in March in all three categories. Local, 
national spot and network all showed progress over February billings. The 
pattern follows the prediction made in the May issue of TELEVISION AGE. 


Local totals were up 15.9 per cent over February, national spot gained 12.4 per 
cent and network was higher by 6.7 per cent. 


Outstanding performer was local with its 15.9 per cent gain. This was a 1.6 per 
cent greater increase for the month than was recorded in March a year ago 
when local billings were up 14.3 per cent. 











While strength in the local billings category was reported by the majority of 
Stations in every size classification, the smaller stations were 





LOCAL spot NETWORK 
= Pc _ / 
comparing March billings with February: |+-15,9 | |+12.4 +67 
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particularly strong, with percentages of increase running well ahead of 
the national averages. 


The gain in network business was not only the smallest percentage of the three 
categories but was off considerably with its 6.7 per cent from the 12.9 
per cent gain made in March a year ago. 





This smaller increase following the February drop of 1.7 per cent seems to indicate 
a leveling off in network totals. While the billings in this division 
are continuing an average climb, it is not as precipitous as it was a 
year ago. This may be due to several factors: 
1) The vigorous selling policies of the networks with well-filled 
schedules in premium times. 
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Business barometer 


continued 








2) The drop in Du Mont network activities. 

3) The more static totals in number of network stations, as compared with 
the overall number of stations now on the air. Both local and national 
Spot totals, of course, draw strength from all stations, while network 
figures come from the network affiliates only. 


Network business has been on the uptrend since July 1954, with the 1.7 per cent 
drop in February (See chart) the only decline for the eight-month period. 
The per-cent change for each month, as compared with the previous months 
are: August 2.2; September 7.7; October 15.2; November 4.6; December 2.9; 
January 1.5; February minus 1.7 and March 6.7. 


In network billings very small stations and very large stations both ran behind 
the national averages in March, with all other station-size classifica- 
tions running slightly ahead. 








National spot, with its 12.4 per cent increase in March, compares favorably with 
the 14.2 per cent increase in March 1954. While the gain is smaller the 
difference is only 1.8 per cent, and, while there may be some leveling off 
in the gains in this category, up to this point it seems to be slight. 


The course of spot has been more erratic than network. After the sharp gains 
(see chart) of August and September, the classification declined in 
October, November and December, starting to gain again in January. The per 
cent change for the period by months: September 9; October 27.8; November 


off 0.5; December off 8.3; January off 3.2; February up 7.1 and March 
up 12.4. 








NETWORK 


LOCAL SPOT 
increase from March 1954 to March 1955: (28) +33.4 (at) 


In national spot in March the national averages applied fairly well to all sizes 
of stations, with medium sized stations running slightly ahead of the 
average and both small and very large stations running slightly behind. 


Looking forward to the April report which will be available in the July issue of 
TELEVISION AGE, it is to be expected that there will be a continued but 
smaller gain in local business but that both national spot and, to a 
greater degree, network, will slack off and show a decline for the month. 


Figures on the second chart compare March 1954 with March 1955 in each category. 
Of course, this percentage gain is for the entire industry and, with the 
many additional stations being added during the year to build the 
totals, the percentage of increase for all television cannot be applied 
to individual stations. 











The gain for local business for the year from March to March was 32.6 per cent. 
This figure reflects the increased upturn in March 1955 and is higher 


than the comparative percentage of February 1954 tc February 1955 (which 
was 3l per cent). 





In national spot the increase for the year was 33.4 per cent, slightly less than 
the increase from February to February which was 35.2 per cent. This, 
of course, reflects the smaller increase in spot in March 1955 than was 
registered in March 1954. 





In network billings the increase for the year from March 1954 to March 1955 was 
31.7 per cent. 





The TELEVISION AGE Business Barometer is now in its 18th month. The figures are 
compiled from reports supplied by stations directly to Dun & Bradstreet on 
forms supplied by the magazine. The Wall Street firm tabulates the 
reports and furnishes the totals to the magazine. Analysis is supplied by 
the editors of TELEVISION AGE and their consultants. 
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In the San Francisco area, there’s“a kin-\ 
ship between the city’s “better things” and 
the area’s industry. Support for San Fran- 
cisco’s great opera season, for example, 
comes from the ranks of both labor and 
management; both have money to spend 
and spend it for “the better things”... . 


..<AND THE 
/ BETTER THINGS 
THEY SEE ON |(P|\ cBs-Tv 


In this responsive area, full CBS program- 

ming and highest-rated local productions 

\ give the KPIX advertiser a remarkably 

\ high response potential. Ask your Katz 
\en for the whole KPIX story. 





“Bee 
THINGS ae 
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The huge new Ford assembly plant at 

Milpitas contributes over a million dollars 
a month to the metropolitan area’s 
' annual payroll which grows like this: 















SAN FRANCISCO, CALIFORNIA 
Affiliated with CBS Television Network 
Represented by the Katz Agency 





WESTINGHOUSE BROADCASTING COMPANY, INC. xvw.werz, piitadeipiie 


WBZ-WBZA WB2-TV, Boston 


KDKA KDKA,-TV, Pittshw: rgh 


WOWD, Fort Wayne 

KEX, Portland 

Represented by Free & Peters, Inc. 
KPIX, San Francisco 

Represented by The Katz Agency 
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Is This 
“COVERAGE”? 


THIS HALF 
1S 
NEBRASKA'S 


OTHER 
BIG MARKET. 





Youre HALF NAKED IN NEBRASKA COVERAGE 
IF YOU DON’T REACH LINCOLN-LAND — 





42 rich counties with a population of 642,250 — 
207,050 families. KOLN-TV reaches over 





The Fetzer Hlations 125,000 families unduplicated by any other station! 
WKZO — KALAMAZOO 

WAZO-1V — GRAND The KOLN-TV tower is 75 miles from Omaha! 
WJEF-FM — GRAND 





KOUN — LINGOUN, NEBRASKA This Lincoln-Land location is farther removed from 





the Omaha market than is Cincinnati from Dayton, 
Buffalo from Rochester or Lancaster from Philadelphia. 


KOLN -1V covERS LINCOLN-LAND—NEBRASKA’S OTHER BIG MARKET 


CHANNEL 10 © 316,000 WATTS ¢ LINCOLN, NEBRASKA 


wx (@) ono 


Avery-Knodel, Inc., Exclusive National Representatives 
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Socony Mobil Biggest Oil Co. Spot User 

Look for news of stepped-up television activity from 
Socony Mobil Oil Co., Inc. (recently name-changed from 
Socony-Vacuum Oil Co.). The oil company, which was 
the second largest in the industry in 1954 in total assets, 
$2.3 billion, and fourth in sales, $1.6 billion, is now the 
biggest user of tv spot in the field (see Compton story, 
page 46). Socony is now in the process of huddling with 
its principal agency, Compton, and mulling over syndi- 
cated film and network possibilities. At the same time, 
TvB is also prospecting the tv spot situation. 


Television Watches Automotive Strike Threat 
The Guaranteed Annual Wage (GAW) negotiations 
going on in the automobile industry are beginning to 
have an effect on tv modus operandi. The upcoming 
Lincoln-Mercury campaign which is being placed by 
Kenyon & Eckhardt is contingent on a 48-hour cancella- 


tion notice, due to any strike that may take place during 
the life of the schedule. 


Expanding Philip Morris Budget 

While the initial appropriation for the Philip Morris 
spot campaign (See Spot Report) is $1,030,000 it is 
virtually certain that before the drive is finished the big 
cigarette company will double its budget. 


Heavy Spot Use Slated for New Movies 

The upcoming releases of the major motion picture 
studios slated to get heavy television spot treatment are: 
From RKO, The Boy and the Bull (with no big name 
but this picture is a favorite of Howard Hughes), The 
Conqueror with John Wayne and Susan Hayward and 
Treasure of Pancho Villa starring Shelley Winters and 
Rory Calhoun from Warner Bros. The next big release 
will be Mister Roberts with Henry Fonda, James Cagney 
and others, opening at Radio City Music Hall at the 
end of June. Another “super-attraction” coming soon 
from this studio will be Moby Dick. At Twentieth Century 
Fox, they will be shooting the tv works on Clark Gable 
in Soldier of Fortune and Seven Year Itch with Marilyn 
Monroe. 


Mack Appointment Unchallenged 

Approval of Richard A. Mack, 45, for the seat on the 
FCC left vacant by the expiration of the term of Frieda 
B. Hennock is expected to be without fireworks. Mr. 
Mack has the blessing of the Florida Democratic dele- 
gation and of FCC Chairman George C. McConnaughey. 
Rumors of the pending appointment of the Florida public 
utilities commissioner failed to rouse any outspoken 
opposition, either on Capitol Hill or among broadcasters. 


Tv Sparks Tea Boom 
Led by the Tea Council of U. S. A., Inc., Lipton’s, 


Nestea, Tetley and other tea makers have been doing a 
good part of their advertising via television, especially 
spot (see Spot Report, May and June), with outstanding 
results. Restaurant tea sales have jumped 250 per cent 
over the past five years, industry officials state. The 
average U. S. adult drinks one pound of tea annually, 
which makes something over 200 cups. 


James S. Fish Tv Champion 
The appointment of James S. 

advertising of General Mills, Inc. is a happy one for 

television. Mr. Fish has been with General Mills for 17 


years and since Jan. °54 served as assistant director of 


Fish as director of 


advertising under vice president Samuel C. Gale. Mr. 
Gale is the man who has supervised all General Mills 
advertising for 33 years and was largely responsible for 
spending on television almost $8 million of the company’s 
54 ad budget of $21 million (see story, The Mills of the 
Gods, TELEVISION AGE, December 1954.) 


Taking Government to the People 

Governor George M. Leader of Pennsylvania is taking 
a tip from the success of President Eisenhower’s use of 
television in bringing government to the people (“Eisen- 
hower, Tv President”, TELEVISION AGE, May 1955). Gov. 
Leader has started a series of panel programs which 
are expected, eventually, to originate from each of the 
29 tv stations in the state. Groups of local citizens will 
compose the panel which will interview the governor. 
Other state governors are reported watching the experi- 
ment with interest with a possibility that several may 
begin similar tv appearances in the near future. 


Film Promotes Ft. Wayne Survey 

NBC-TV is making broad use of film in the full-bloom 
promotion of its Ft. Wayne study (see story, page 39). 
Special clips of the survey area were shown on the 
network’s Sunday Background series recently. And a 
special promotional film—alternating color with b&w— 
was reeled at the NARTB convention, as well as on closed 
circuit to advertising people in 28 cities (including a 
group of 450 in New York’s Waldorf). Introduction by 
president Pat Weaver pinpointed its message: “Television 
puts into every living room a selling machine.” 


Studio Design Has Wide Interest 

Far-sighted telecasters, especially those with visions of 
new studios, would do well to keep an eye on this year’s 
International Design Conference being held in Aspen, 
Colorado, on June 13-17. Sol Cornberg, director of studio 
and plant planning of the National Broadcasting Co., 
who is IDC district chairman of the New York area will 
take a leading part in the conference. The subject of 
the first day’s meeting will be “Communication.” 


June 1955, Television Age 


31 














L 
S 
1 
E 

o-) 

MI 





















From the 
February 28th 
broadcast of 

I LOVE LUCY 
over the 

CBS Television 
Network 


ETHEL: 


LUCY: 


ETHEL: 


LUCY 


You didn’t ask the price. 
Ethel, you don’t ask the price in a place like this. 
You don’t? 


Of course not. You wait till they turn their backs 
and then you sneak a look at the price tag. 


If there are still some advertisers who are intimidated by 


television’s dimensions, we’d like to put them at their ease. 


Despite the obvious impact of the medium, its tremendous 
audiences, and its hold on the attention of the average family 
for over five and a half hours a day, today’s television 


advertiser is a shrewd shopper. 


He wants to know if he is getting consistent, cumulative 
sponsor identification. He’s no longer dazzled by mere size 
of audience. Like any other shopper who likes to know what 
things cost, he looks very sharply at television’s price-tag 


—its cost per thousand customers reached. 
And the values of television easily bear inspection. 


The average cost of reaching customers with an advertising 


message on network television is $1.23 per thousand. 


This is at least 54% less than any combination of printed 
media would cost to deliver a message to the same number 
of people. And television reaches larger audiences than any 


other mass advertising medium. 


We'd also like to report that the average cost per thousand 


is 8% lower on CBS Television than on any other network. 


More viewers for less money is implicit in the cost of an 
advertiser’s message on CBS Television—a price-tag that is 
manifestly attractive to advertisers since they commit more 
of their advertising investment to CBS Television than to 


any other single medium in the world. 


CBS TELEVISION 
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Put your brand / 


on 1,553,200 . 
TV Homes 


be 
SAGEBRUSH SHORTY corrals the kids completely from 5:00 to 

6:15 p.m., Mondays through Fridays on WJBK-TV. . . and they 
love it! Love every action-packed minute of his Porky Pig 
and Daffy Duck cartoons, full-length westerns, and his magic 
tricks and ventriloquist pow-wows with Broncho Billy Buttons. 


A dozen youngsters a day appear with him . . . 1500 more have 


written in, asking to be on the show. 


Want to round up more sales than you ever dreamed possible 
in this rich Midwest area? Let Shorty rope and tie ‘em for you 
as he has done so successfully for Kelloggs, Bordens, Dr 
Pepper, Keds, Hostess ise*cream and many others, with his 
master handling of commercials on Detroit's CBS station: with 
the 1,057-foot tower and all the far-reaching power of 
100,000 watts on Channel 2. 


JBK-TV 


DETROIT 
CHANNEL 





2 Represented Nationally by THE KATZ AGENC! 
1°) 
National Sales Director, TOM HARKER 
118 E. 57th, New York 22, ELDORADO 5-769 


TELEVISING FOOTBALL. Determ- 
ining factor in whether the NCAA’s 
tight control of televising football 
games will continue or will fall apart 
may well be the 1955 attendance at 
Big-Ten Conference football games. 
For the CBS Television agreement to 
televise games does not blackout the 
local areas, and, if attendance is not 
seriously affected, it will be a weighty 
argument for the pro-television seg- 
ment of NCAA members. 

The crack which the Big Ten made 
in NCAA armour by forcing agree- 
ment to regional telecasting is already 
a wide one. Sig Mickelson, CBS vice 
president in charge of news and public 
affairs, told affiliates meeting in New 
York that the network will present 
regional football, not only in the mid- 
west and far west, but in the east as 
well. 

Agreement with the Big Ten, an. 
nounced by Mickelson and Big Ten 
Commissioner K. L. “Tug” Wilson, 
gives the network the right to select 
games to be broadcast as the football 
season progresses. Outstanding games 
available include: Sept. 24—Washing- 
ton vs. Minnesota, at Minneapolis; 
Oct. 8—Wisconsin vs. Purdue, at Laf- 
ayette, Ind.; Oct. 22—Michigan vs. 
Minnesota, at Minneapolis; Nov. 5— 
Wisconsin vs. Northwestern, at Evan- 


K. L. “TUG” WILSON 
Sells Big Ten Games 


ston, Ill.; Nov. 12—lIowa vs. Ohio 
State, at Columbus, O. 

The 37 CBS Television affiliates 
throughout the states of Ohio, Indiana, 
Illinois, Iowa, Minnesota, Wisconsin 
and Michigan cover an area estimated 
to include 8.5 million homes. 

In addition, CBS Television will 
carry national telecasts of Big Ten 
basketball games and of the NCAA 
Track and Field Meet, to be held in Los 
Angeles June 18. Since Big Ten teams 
are prominent on the NCAA regular 
national program (to appear on NBC- 
TV), the conference will be widely 
covered by television this year—a fact 
which makes attendance at Big Ten 
games even more important in the 
television argument. While the CBS-TV 
payment for the games was not an- 
nounced it is known to be a large sum 
—which Big Ten schools will share. 


Commissioner Wilson said the con- 
ference was pleased with the approval 
of viewers of the CBS Television 
broadcasts of Big Ten basketball last 
year. “This convinced the conference,” 
he continued, “that it should make 
even greater use of television in the 
future to present Conference athletic 
activities.” 

CBS Television has also made an 
agreement for the Pacific Coast Confer- 
ence to broadcast in that area the five 
top football games on the same dates 
as the Big Ten games. These games will 
be blacked out on tv in their local 
areas. 

The network is working on an agree- 
ment with New England and Middle 
Atlantic teams and expects to have an 
announcement on that schedule very 
soon. 


TOLL-TV SCORE. Executives of net- 
work affiliated stations are nearly un- 
animous in their opposition to sub- 
scription television, if a vote of CBS 
Television affiliates may be taken as an 
indication. At their meeting in New 
York the opposition vote was 107 to 2 
in a secret ballot. 


With the FCC deadline for reaction 


mmr rm Mawsfront 


CBS’ idea of how pay-television might 
work, Network press release includes a 
scrambled tv picture and a “decoded” 
picture of Ed Sullivan. Release points 
out that Ed Sullivan’s Toast of the 
Town can now be seen “free” on the 
network. 


advanced to June 9, CBS continued as 
one of the outstanding corporate op- 
ponents of the system. Dr. Frank Stan- 
ton, president of CBS Inc., said: “CBS 
opposes pay-television because it would 
highjack the American public into pay- 
ing for the privilege of looking at its 
own television sets. This is a betrayal 
of the 34 million families who have al- 
ready spent $13.5 billion for their sets 
in the expectation that they would be 
able to use them as much as they want- 
ed without paying for the prerogative 
of watching.” 

Meanwhile, several newspaper polls 
gave the pros a big lead over the cons. 
Mail to the FCC, which at first was 
heavily weighted in favor of subscrip- 
tion tv, seemed to have reached a 
turning point. In recent days the vast 
majority of letters have opposed pay- 
ing. 

Last May 18, for example, FCC re- 
ceived 247 letters and postcards in a 

(Continued on page 85) 
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EXCITING THINGS ARE HAPPENING ON 
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WE WELCOME BACK AGAIN THIS FALL THESE SPECTACULAR SPONSORS: 
Ford Motor Company; 

General Motors Corp., Oldsmobile Division; 

Sunbeam Corporation 


Radio Corporation of America 


AND WELCOME TO THESE NEW SPECTACULAR SPONSORS 
Hallmark Cards, Inc 


The Maybelline Co. 
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FIREMAN FRANK 
is doing a great job on Saturday— 
Ask Free & Peters 
for details 


~ 
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“You Get Me, 
Dah-ling!” 


A ravishing dame, even on TV, doesn’t get a 





second look—if you can’t see her because she’s 
got shadows under her eyes... Our darling is 
1480 feet above sea level, and the important 
thing is that she’s in direct line of sight of 
1,382,000 families, who get shadow-free re- 
ception in the Bay Area's greatest concentration 
of population...they can see Miss KRON-TV 
clear as a silver belle! ...She comes in natural, 


just like September Morn! ...Give your sales 


message shadow-free reception, for maximum 


sales impact, with KRON-TV. 








TED WITH THE >. F- 
ND TE NBC-TV NETWORK ON CHANNEL 








Represented Nationally by Free & Peters, Inc. 


No. 4 in the series, “What Every Time Buyer Should Know About KRON-TV’” 
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and after 


Impact as a selling toolis measufed in NBC’s kort Wayne survey 


berg at every step along the path to 
sales, smooths the road for the tv brand. 
New research of tremendous scope has been 
sponsored by NBC and presented to the advertis- 
ing industry, proving from actual tests of typical 
Americans that television offers a quicker and 
surer method than any other medium of turning 
“Strangers into Customers.” 

The business character of the year 1955 is 
revealing itself to be cheerful and optimistic— 
contradicting pessimistic predictions of econo- 
mists only a few short months ago. The 1955 
economic trend has been buoyed by a rising rate 
of consumption over the nation. While produc- 
tive capacity continues higher and higher, any 
surplus which might otherwise develop is being 
quickly swallowed by parallel demands of an 
increasing population. 

Advertising is playing the important role in 


this increasing market for every product, and 
television advertising is outstripping all other 
media in speed and effectiveness. Tv is leading 
all advertising forms in the function of making 
people aware of the new merchandise available. 
It is doing more than its share in clearing the 
way for what may well be a continued prosperity 
for a considerable period to come. 

The newest and most versatile of all the media, 
television seems to be the sparkplug which is fir- 
ing the buying motor. More kinds of advertisers 
are using it in more ways to spread their mes- 
sages every day. 

Research just completed confirms the effective- 
ness of television in a way that can hardly be 
disputed. It tends to prove, once and for all, that 
tv not only increases the number of customers 
but also that the more television is used, the more 
that number of customers will increase. It also 
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shows, effectively, that tv-advertised 
brands outsell non-tv brands—even 
when the non-tv brands originally held 
the leadership and when they contin- 
ued to use extensive campaigns in 
other media. 

Although television is new, it has 
already taken such an important place 
in everyday living that it is hard to 
judge precisely what it does for ad- 
vertisers. Men in the trade have won- 
dered how much of the present buying 
surge can be traced to its compelling 
power. What would happen if there 
were no television? A gauge was need- 
ed to determine buying habits before 
television and after television. By ap- 
plying such a yardstick it can be de- 
termined just what part tv has in ac- 
tual purchase of products. 


The Answer 


Today the NBC Research and Plan- 
ning Department has provided the 
answer. The study was conceived and 
executed under the direction of Hugh 
M. Beville Jr., director of research and 
planning, and with the direct super- 
vision of Dr. Thomas E. Coffin, man- 
ager of research. 

Good researchers, the team started 
the project in 1953 by asking key ad- 
vertising executives what aspects of tv 
they would like most to see investigat- 
ed. The answers all seemed to point in 
the same direction. At what stage of 
the sale does the television influence 
come in? In what way does it mani- 
fest itself? And how, if at all, does it 
affect the non-tv brand? 

Mulling over this tall order, the team 
conceived a werkable plan: Go into 
a market without television—find out 
how the people spend their time and 
money. Go back again after the same 
community has acquired tv and talk 
to the same people about the same 
things. 

The difference between the findings 
would measure the mark of television. 

Fort Wayne, Indiana, a middle- 
sized city in the heart of America, that 
had been without television but would 
have it soon, seemed to offer an excel- 
lent laboratory. W. R. Simmons & 
Assocs. Research Inc. was engaged to 
develop the questionnaires, select the 
sample, do the field work and tabulate 
the findings. Interviewing “before tv” 
was started in October 1953. This was 
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more than a month before WKJG-TV 
Fort Wayne went on the air. Six 
months after the first survey, the crew 
returned for an “after-tv” interview 
with the same people. 

The urban area of Fort Wayne used 
for the sample has a population of 
140,000 people. One out of six homes, 
7,500 in all, were surveyed the first 
time. On the return trip 9 out of 10 
of the persons first interviewed were 
questioned again. The Simmons Co. 
used 150 twenty 
supervisors for the task. Each inter- 
view averaged 35 minutes in length. 
Each survey took the team about 6 


interviewers and 


weeks to complete. 

Between the two interviewing waves, 
35 per cent of the families in Fort 
Wayne bought television sets. 

While the findings of the two sur- 
veys have a high degree of reliability 
the story may well be even better than 
it looks. First, set buyers were actually 
exposed to the medium for a shorter 
time than the period between surveys 
since, on an average, they had their 
sets only 314 months when the second 
interview was held. Second, it was not 
possible to catch new viewers at the 
absolute zero point of exposure since 
almost all had done some “guest view- 
ing” before Fort Wayne had a station 
of its own. Third, nearly every inter- 
viewee had been affected by television 
to some extent by word-of-mouth com- 
ment, dealer display, promotion and 
other contact with outside television. 


Television Impact 

In spite of this, the clear conclusion 
was reached that television made itself 
felt in every area investigated. Changes 
were most dramatic among new set 
buyers, but old set owners (those who 
owned sets with which they watched 
programs from other cities) also fol- 
lowed the same pattern. 

Throughout the area television was 
turning “Strangers into Customers” 
. . . the title which NBC Research has 
given to its study. 

In such a massive survey—nearly 
15,000 face-to-face interviews in all— 
a great deal of factual information was 
uncovered. Sifted and classified, these 
facts lead to a mass of conclusive find- 
ings which will be valuable to media 
students for years to come. 

A study of some of the more im- 
portant of these conclusions will give 
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Streets, merchants, barbers were questioned . . . 
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PRROCES HOT DATED Jott 






the advertiser and his agency impor- 
tant factual information on which to 
base future campaigns. It will give sta- 
tion owners, film distributors, set 
makers and others in the fields related 
to television pointers about their busi- 
ness which may prove valuable. 

As pointed out, 35 per cent of the 
people in Fort Wayne bought sets 
sometime between the before-tv survey 
and the after-tv study. A little analysis 
of these set buyers shows that they 
form the cream of the Fort Wayne 
market. Not only do they have larger 
families with more mouths to feed, 
backs to clothe, feet to shoe and more 
demand for all products of all types, 
but they have larger incomes with 
which to buy these products. 

Further checking shows that they 
form a most active market, not only 
using a product but using more of it 
than the average family. And more of 
these premium families have bought 
durable goods lately and plan to buy 
more in the future. 

After television went into Fort 
Wayne, these people who bought tele- 
vision sets increased their total ex- 
posure to all advertising media by 41 
per cent (that’s more than an hour and 
a quarter a day). Two-thirds of all 
time spent on media was spent on tele- 
vision, with set buyers watching tele- 
vision for a total of 173 minutes each 
day. Newspapers, magazines and radio, 
combined, claimed only 94 minutes, 
and these new set buyers spent almost 
as much time with tv, 173 minutes, 
as they spent with all other major 
media combined, 178 minutes. 

This awareness of advertising be- 
came clear in a special study of three 
widely advertised groups of products— 
new cars, laundry soap and cigarettes. 
An average of these three products 
shows an increase of 23 per cent in 
awareness after television. 

The per cent of set buyers who recall 
advertising in each medium were as 
follows: 


medium before tv after tv 


Television 9* 85 
Newspapers 25 14 
Radio 41 
Magazines 14 
Billboards 6 
All others 6 


Total 


* from guest viewing. 








The table points up that television 
accounts for 7 out of 10 advertising 
impressions absorbed (85 of 124). It 
also points up that television becomes 
advertising than 
newspapers, magazines and radio, com- 


a _ greater source 
bined, were before television. 

The study also shows that aware- 
ness of non-tv advertised brands de- 
creased two-thirds while 
awareness of tv-advertised brands 
nearly doubled. 


consumer 


Puzzling Problem 


One of the puzzling problems to 
which advertisers and agencies have 
long sought an answer relates to the 
importance of the brand name: You 
can’t expect people to ask for a prod- 
uct by name if they’ve never heard of 
it. Awareness of brand name is vital to 
any advertising campaign. 


Television, the indicates, 


study 


makes people conscious of name at 
a rapid rate. For this part of the test 
Fort Wayners were shown a list of 
brand names. Some had heard of them 
before tv—most had after. Post-tv, 74 
per cent more set-buying housewives 
had heard of “Kent,” 46 per cent more 
had heard of “Jubilee.” The average 
brand awareness went up 45 per cent. 

Here are the percentages of brand 
awareness for set buyers: 


product before tv after tv 
Beautiflor 48 64 
Estate 62 77 
Finco 22 70 
Jubilee 39 57 
Kent 43 75 
Mogen-David 90 99 


Knowledge of the uses of a product 
were also tested. After television 91 per 
what 
“Jubilee” is used for and 39 per cent 


cent more housewives knew 
more knew what “Beautiflor” means. 
The average of brand-product associa- 
tion went up 59 per cent. 

Here are the percentages of brand- 


product association among set buyers: 


product before tv after tv 
Beautiflor 41 57 
Estate 51 65 
Finco 14 63 
Jubilee 22 42 
Kent 27 63 
Mogen-David 88 98 
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Television was most effective in 
teaching the housewife to recognize 
the product symbol or trademark. The 
percentage identifying well-advertised 
Cheer with Blue Magic more than 
doubled—the increase was 106 per 
cent. Even recognition of the Pontiac 
Indian Head was raised 23 per cent. 
On the average, trademark recognition 
went up 68 per cent. 


Here are the percentages of trade- 


mark recognition among those who 

owned sets: 
product before tv after tv 
Ajax 43 73 
Armstrong ] 13 
Cheer 33 68 
Colgate* 0 18 
Pontiac 64 79 
RCA 66 82 
U. S. Steel 29 69 

"Colgate began using its “Gardol” symbol be 


tween surveys. 

Advertisers know the importance of 
teaching people to identify slogans 
their sales message in a capsule. One 
test of advertising eflectiveness is how 
much it impresses the slogan on con- 
sumers. Tests also proved television a 
high scorer in this department. After 
television, recognition of the Maxwell 
House Instant Coffee slogan increased 
150 per cent. That for Camay jumped 
54 per cent. On an average, slogan 
identification increased 71 per cent. 

The percentage of slogan identifica- 
tion among set owners: 


product before tv after tt 
Camay 54 83 
Halo 78 86 
Johnson’s 

Glo Coat 62 86 
Lucky Strike 37 64 
Maxwell House 26 65 
Scotties 13 77 


The final step in converting strangers 
to a product into friends must come in 
creating a feeling of approval for the 
product. Television, the Fort Wayne 
testers found, makes housewives re- 
gard a brand more favorably. The 
number who considered Pride as “very 
good” increased 50 per cent after tele- 
vision. Top preference for Lilt climbed 
42 per cent. On the average, the ap- 
proval of a television brand went up 
41 per cent. 

The reaction of set buyers to brand 
reputation before and after tv, using 
only those which rated the product 


highest, are: 


product before tv after tt 
Cheer 17 24 
Halo 14 17 
Johnson’s 

Glo Coat 12 51 
Lilt 12 17 
Pride 24 36 
Scotties 25 39 


(Continued on page 66) 
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FCC Cases in Federal Courts: 


SUPREME COURT 
1. F.C.C. v. Allentown Broadcasting Corp. 
On August 16, 1954 the Court of Appeals, 
Judge Prettyman dissenting, reversed the 
Commission’s order granting the application 
of Easton Publishing Co. for a construction 
permit. On November 16, 1954 a petition for 
writ of certiorari was filed and on January 
10, 1955 the Supreme Court granted that 
petition. Brief for the F.C.C. was filed on 
March 2, 1955. Case was argued April 20, 
21. 


2. Storer Broadcasting Co. v. U. S. & 
F.C.C. 


Petitioner in this case challenged the 


Commission’s multiple ownership rules. In 
a decision of Feb. 24, 1955 the Court of Ap- 
peals held invalid that portion of the rules 
which provides that the Commission will 
consider there is a concentration of control 


FCC 
and the 
courts 


With tv stakes 
so high, 

more and more 
losers appeal 
Commission 


decisions 


contrary to the public interest when any 
individual has interests in more than seven 
tv stations. Petition for writ of certiorari, in 
which the Solicitor General joined, has been 
filed. 


COURT OF APPEALS 
3. Camden Radio, Inc. v. F.C.C. 
Camden Radio, Inc. v. U. S. & F.C.C. 
These cases challenged the approval of a 
transfer of a construction permit for KPLN 
Camden, Arkansas. On July 15, 1954 the 
Court of Appeals handed down its decision 
reversing the Commission’s order of May 11, 
1953 and remanding the cause for hearing. 
Rehearing was denied on March 17, 1955. 
The General Counsel recommended that no 
petition for certiorari be filed. Following 
mandate of the Court, the Commission sched- 
uled hearings to begin May 16. Station 
KPLN went off the air April 30. 
4, Wilton E. Hall v. F.C.C. 
Greenville Television Co. v. F.C.C. 






These cases challenged the Commission's 
action denying protest to the grant of an 
STA to Spartan Radiocasting and denying 
protest to the grant of the modified con- 
struction permit to Spartan Radiocasting Co. 
On March 24, 1955 the Court of Appeals 
reversed the Commission finding that pro- 
testants-appellants had alleged new injury 
resulting from the modified construction per- 
mit and therefore were entitled to hearings 
on their protests. The Commission set the 
protests for hearing to commence on April 
25, 1955. 

5. Metropolitan Television Co. v. U. S. & 

F.C.C. 
Metropolitan Television Co. v. F.C.C. 

These cases seek review of orders of the 
F.C.C. granting an application of Alvarado 
Broadcasting Company to operate in Albu- 
querque and dismissing a protest against 
said grant filed by Metropolitan. The case 


was submitted after oral argument on Feb- 








ruary 1, 1955. Court reversed the F.C.C. in 
April. 

6. Federal Broadcasting System v. F.C.C. 

This case is an appeal from a memoran- 
dum opinion and order of the Commission 
denying appellant’s petition for reconsider- 
ation of Commission action reinstating the 
construction permit of WHEC, Inc. and Vet- 
erans Broadcasting Co., Inc. for Channel 10 
in Rochester, New York. The case was sub- 
mitted after oral argument on February 2, 
1955. In response to request by the Court, 
the General Counsel, on February 9, 1955, 
submitted supplementary material explaining 
Commission practice under the temporary 
processing procedure in effect when the con- 
tested grant was made. 

7. Chicago Board of Trade yv. U. S. & 

F.C.C. 

This case seeks review of a Commission 
order in which an investigatory hearing into 
new and increased charges for tickers in 


apes high stakes have kept 
the FCC busy defending its rulings 
on an increasing scale during the last 
few years. 

During a recent three-month period, 
Commission lawyers were engaged in 
court on an average of once a week 

arguing against petitions for stay or- 
"ders on television decisions. The agen- 
cy is now involved in 27 cases in the 
U. S. Court of Appeals and the Su- 
preme Court, almost all of which are 
concerned with television. Other cases 
which would otherwise be up for court 
action have been dropped by litigants 
when injunctions were denied. 

And the prospects are that litigation 
may get even heavier with new devel- 
opments, such as subscription tv, likely 
to provoke new court action. With the 
chips so big in television, applicants 
and licensees can be expected to do 
anything within their legal rights to 
win a channel or protect a facility 
already granted, to their 
power or to prevent infringement on 
what they feel to be their rightful 
territory. 


increase 


The Commission loses only a few 


connection with leased facilities was ordered 
terminated. The case was submitted after 
oral argument on March 7, 1955. 

8. Edward Lamb et al v. Rosel H. Hyde 

et al 

Appellants are seeking to halt Commission 
inquiry into certain matters concerning qual- 
ifications of appellants as applicants for 
licenses. Appellants’ brief was filed on Jan- 
uary 31, 1955 and the Commission’s brief 
was filed on March 11, 1955. Argued May 11. 


9. Clarksburg Publishing Co. v. F.C.C. 

This is an appeal from orders of the Com- 
mission denying appellant’s protest to a 
grant made to Ohio Valley Broadcasting 
Corporation of a permit to construct tele- 
vision station in Clarksburg, West Virginia, 
and its petition for rehearing and reconsid- 
eration of that grant. The Commission’s 
brief was filed March 2, 1955. The case was 
submitted on oral argument on March 21, 
1955. 


of the cases appealed to the courts, bui 
some of these have far reaching con- 
sequences. Most spectacular case in 
point was the recent decision of the 
U. S. Court of Appeals invalidating 
the station multiple-ownership rules. 
The case was brought by the Storer 
Broadcasting Co. after the Commis- 
sion had refused to grant the com- 
pany a sixth television station. As was 
its right under the law the Storer com- 
pany appealed to the courts, challeng- 
ing the Commission’s arbitrary limit 
The 
Storer contention was upheld with the 


of five stations to one owner. 
court ruling that the Commission can’t 
just pick “a number” and deny hear- 
ing on that basis. 

The decision has far-reaching 
effects. Not only does it throw open 
the right of every firm in television 
to apply for more than five stations, 
but it raises doubts of the legality of 
the entire rule-making machinery fol- 
lowed by the Commission. The FCC 
has appealed to the Supreme Court 
which is expected to decide this fall 
whether or not it will review the case. 

If the Supreme Court refuses to act 
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10. James R. Fleming and Paul V. McNutt 
d/b/a Anthony Wayne Broadcasting v. 
F.C.C. 

This is an appeal from an order of the 
Commission denying appellant’s application 
for a construction permit to operate on 
Channel 69, Fort Wayne, Indiana and grant- 
ing the application of Radio Fort Wayne for 
the same facility. Appellant’s brief was filed 
on February 3, 1955; F.C.C. and intervenor’s 
briefs were filed on March 26, 1955. Argued 
May 2. 

ll. Abraham Klein vy. F.C.C. 

Appellant in this case is appealing from 
orders of the Commission denying his appli- 
cation for a construction permit in the Do- 
mestic Public Land Mobile Radio Service 
in New York, N. Y. and denying his petition 
for reconsideration of that decision. Inter- 
venor, Page Boy, had moved to dismiss the 
appeal saying that the mutually exclusive 
grant to it has become final, was not ap- 


(Continued on page 68) 
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or upholds the Court of Appeals, the 
only recourse left to the Commission 
is to ask for legislation which would 
legalize their standards of procedure 
or spell out just what procedures 
should be followed. 

On the basis of the Storer decision, 
the court has held that a hearing was 
required in another case which in- 
volved the application of the City of 
New York to install a new 5,000-watt 
transmitter for its radio station WNYC 
for use in an emergency. 

In one other television case and two 
in radio the Commission has been set 
back by the court. 

In the so-called Spartanburg (S. C.) 
case, two uhf stations fought the efforts 
of a vhf station to locate its transmitter 
where, they charged, it could blanket 
the uhf service areas. Three times the 
Commission was stopped by the Court 
of Appeals. Two FCC authorizations 
allowing the transmitter location were 
stayed by the court and finally, after 
the case was argued, the court issued 
a decision affirming its previous in- 
junctions and ordered the Commission 

(Continued on page 69) 
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Computing Compton 


The agency’s past and present add up to an even better future 








R. D. Holbrook 


gt is a famous name. It 
is represented in all fields, from 
English literature to the movies, has 
even given title to an encyclopedia. 
It is the name of a distinguished 
American physicist, a town in Cali- 
fornia and a county in Canada. But 
in the dynamic sphere of big business, 
Compton means just one thing, the 
Compton Advertising agency, New 
York. 

The agency’s renown has not been 
easily won, is based on a near-fifty- 
year record of continuous — and suc- 
cessful — operation. In terms of staff, 
alone, Compton is a major company in 
the advertising field, having grown 
from 4 to 450 employes. Client-wise, 
in. an area where “change” has long 
since become the password, Compton 
has maintained a reasonably steady 
roster, has, for example, served Procter 
& Gamble since the early Twenties. As 
for grosses, it has a steady record of 
expansion, having more than doubled 
its billing since 1946, alone. Today, 
with a near $45-million volume, Comp- 
ton rates with the best. 

More than half its business — 54 
per cent, to be exact —comes from 
radio and television. And, significantly, 


B. A. Cummings 


J. K. Strubing Jr. 


broadcast billing last year almost 
doubled the 1953 figure. By itself, 
television saw an increase of some 
$8 million. 

Who are the clients that can afford 
such advertising? The list, clearly, is 
golden. It is topped, of course, by the 
giant Procter & Gamble, whose total 
billing when it first signed with the 
agency was less than that for only one 
of its major brands today. (P&G now 
uses another six agencies to help carry 


the load.) 
Diversified Roster 


The list also includes the Allis- 
Chalmers Manufacturing Co., American 
Can Co., American Mutual Liability 
Insurance Co., Dulany Canned Food 
Products, Glenmore Distilleries Co.., 
M. K. Goetz Brewing Co., The Good- 
year Tire & Rubber Co., Inc., The 
Kelly-Springfield Tire Co., New York 
Life Insurance Co., Personal Products 
Corp., Phelps Dodge Copper Products 
Corp., Remington Rand’s typewriter 
division, Socony Mobil Oil Co., Inc., 
Standard Brands, Inc. and Sterling 
Drug Co. —in all, a thoroughly diver- 
sified group. 

The advertising for these clients is 





L.H. Titterton 


Seaman 


handled by an executive team at Comp- 
ton that has recently been rearranged 
into a sure-fire’ combination of the 
old and new. 

New are the agency’s president and 
executive vice president. The president 
is 4l-year-old Barton A. Cummings 
(see cover) who was named to the 
top post last January. He’s been in 
advertising much of his life, having 
started while still in high school with 
his father’s agency in Rockford, Ill. 
He literally took every advertising 
course offered by the University of 
Illinois, then returned to his father’s 
office for a couple of years. Later, he 
joined Swift & Co., was assigned to 
a post in Argentina and seemed slated 
for a future in beef production. But, 
determined to remain in advertising, 
Bart resigned, joined Benton & Bowles 
in New York as a $15-a-week office 
boy. He was trained in trade and con- 
sumer copywriting and became a copy 
supervisor by the start of the second 
world war. 

During the war, Bart Cummings was 
with the Office of War Information 
and, under Leon Henderson, in the 
OPA’s Information Division, resigning 
to enlist in the Navy, where he saw 





































action in the Pacific. After the war, 
he joined Maxon, Inc. to supervise 
the eastern end of the Ford Dealer 
account, Snow Crop and others. In 
1947, he joined Compton. 

An indication of the importance of 
creative departments is the fact that 
Compton named its creative director, 
Alfred J. Seaman, as its new executive 
vice president. All creative depart- 
ments, including tv programming, are 
under Seaman’s aegis. Now 42, he 
joined Compton as a copy supervisor 
and became manager of the print copy 
department in 1949. A year later, he 
was elected vice president and, in 1954, 
a board member. Before joining Comp- 
ton, he had been a partner in a Boston 
agency and, before that, was affiliated 
with Fuller & Smith & Ross. 

And C. James Fleming Jr., formerly 
a vice president and director, also was 
promoted last January to serve as 
His domain: 
account supervisor for various P&G 
drug brands and Personal Products. 

But the management is not totally 
new. 


senior vice president. 


Compton’s veterans remain on 
hand, backing up the new officers with 
the stability and experience that comes 
their Chief 
among these and senior executive of 
the agency is former president Robert 
D. Holbrook who, after 22 years with 
Compton, remains on active duty as 
board chairman. Mr. Holbrook also 
serves as vice chairman of the Ameri- 
can Association of Advertising Agen- 
cies. It was under his guidance that 
Compton boosted its volume from a 
postwar $17 million in 1946 to its 
present $45 million. 


from longtime service. 


And his former executive vice presi- 
dent, John K. Strubing Jr., is vice 
chairman of the board. Mr. Strubing 





Compton shows include Guiding Light . . . 



























was recently elected eastern region 
chairman for the AAAA. 

The president is in command, but 
confers regularly with board chairman 
Holbrook who, Bart Cummings ex- 
plains tellingly, “Gives people respon- 
sibility and lets them run.” That free- 
reining comes, no doubt, from the fact 
that the former heads have chosen 
their successors well and, importantly, 
have endowed them with an organiza- 
tion that seems in tip-top shape. 

Television, for example, is handled 
in two parts, programming and com- 





the also-daytime Road of Life . . . 


mercial copy. 

Program production is in the firm 
grip of vice president Lewis Titterton, 
who’s been in the business long enough 
to remember NBC-TV’s first sample 
telecast, aired privately for American 
Tobacco’s late George Washington 
Hill. (After watching the demonstra- 
tion silently, if not solemnly, the 
formidible Mr. Hill finally beamed, 
pronounced it, “Very fine.”) 

Born in England and now a natu- 
ralized American, the jovial and articu- 
late Mr. Titterton did graduate work 
at Harvard, was an assistant editor of 
The Atlantic Monthly and assistant to 
the general sales manager of Macmillan 
Co. before he joined NBC in 1932. 
He spent the next 12 years there as 
editor-in-chief, working with virtually 
“every agency in the business,” then 
joined Compton in 1944. 

Titterton has a staff which, while 
modest in size, is specialized — 
“Quality, not quantity,” he remarks. 
His chief associate is Storrs Haynes, 
who has made the trip from Compton 
to McCann and back to Compton again. 
Says Titterton, “He runs the depart- 
ment for me, freeing me from much 
detail and allowing me time to plan 


ahead.” 








The two men are abetted by pro- 
ducer-specialists in areas like station 
facilities, story ideas or new syndicated 
Noting that his 
looks at every new film on the market, 


films. department 
Titterton observes, “We don’t delude 
ourselves that we are the only people 
who can invent a good program.” 

The agency prefers to produce 
shows for its clients, but, failing that, 
seeks control rights. One of its most 
distinguished programs, of course, is 
Fireside Theater on NBC, which Comp- 
ton has steered from the beginning. 
Next season’s production will star Jane 
Wyman as actress in most of the filmed 
dramas, as hostess for them all. She 
will also produce the series, with 
Procter & Gamble reserving one-time 
national rights. 

Compton also has two daytimers 
for P&G on CBS Television, The 
Light and Road of Life. 


Further, the department is concerned 


Guiding 


with the wellbeing of such programs 
as The Loretta Young Show and Jackie 
Gleason, advertising vehicles for Gleem 
toothpaste, and the Goodyear Tele- 
vision Playhouse for Neolite. There 
are also, of course, many local pro- 
grams of news, sports and similar sub- 
jects, sponsored by clients like Socony 


Mobil Oil, Goetz Brewing, 


Products and others. 


Personal 


When Compton makes a new buy, 
whether in New York or Sioux City. 


(Continued on page 91) 
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When Mr. Kaufman looked at film, he saw a new television future 


Three short years. 


ess than three years ago Guild 
Films was nothing more than an 
idea in the mind of a Chicago adver- 
tising man. 
This year the film company antici- 
pates its sales will total near the $15 
million mark. 


The story of the successful planning 
and operation, which fills the relatively 
few months of the company’s existence, 
is primarily that of the man with vision 
who is still the dynamo around whom 
the film firm centers—Reub Kaufman. 


Born Sept. 10, 1903, Reub Kaufman 
spent his childhood in Mankato, Minn., 
and his early teens in Tulsa, Okla. He 
attended the University of Chicago and 
settled in that city, where he formed 
his own advertising agency, Kaufman 
& Assocs. 

The firm developed many types of ac- 
counts, and Mr. Kaufman soon built 


a reputation as an advertising idea 
man. His phrase, “A Pip of a Chip,” 
for Jay’s Potato Chips became one of 


the “best known” slogans in that 
industry. 

Kaufman & Assocs. was one of the 
first agencies to discover the potency 
of television. At one time its clients 
were sponsoring 1] programs. And 
they were the first to produce an hour- 
long barn dance show, which popular- 
ized the square dance in the area. 


A Step To Go 
As television developed, Mr. Kauf- 


man was impressed with its possibili- 
ties and at the same time could see the 
increasing importance which film 
would hold for the growing medium. 
Since he was already heavily involved 
in television it was only a step to go 
into it completely. In 1952 he sold the 
agency to give television all of his 
time. The big field of television’s fu- 
ture, he felt, was film programming. 

In July, 1952, Mr.. Kaufman incor- 
porated Guild Films as a Denver, Colo., 
corporation. With the help of a friend, 
the new organization was capitalized 


at $28,000 and, with another $15,000 


asa How Reub Kaufman's . 
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ins 





added in loans, a small office was 
opened in New York. 

Although Kaufman had little in 
the way of resources, he had two im- 


portant qualifications for success in his 
new field—a keen understanding of 
what the public wants in television and 
a genuine talent for recognizing a sale- 
able program. He also had some clear- 
cut notions of how the tv film business 
should be conducted. 

At the start, he outlined three prin- 
ciples of operation which were set up 
as a guide for all Guild Films’ deal- 
ings: 

1. To provide sponsors and televi- 
sion stations with quality film pro- 
grams geared for the whole family. 


2. To assure stations of dependa- 
bility in getting the new programs and 
of regularity in their servicing. 

3. To furnish stations and sponsors 
with merchandising and promotion 
aids and point-of-sale ideas so that 
every program series would pay off. 


The Follow-Through 


Of equal importance was Kaufman’s 
conviction that it was his company’s 
responsibility to see that every user 
of a Guild Films product got maximum 
results. 

There weren’t many employes at 
first. The staff consisted of salesmen 
in New York, Chicago, Kansas City, 
Portland, Ore., and Hollywood, all 
gambling on Kaufman’s idea. Kaufman 
hired a shipping clerk (who today is 
traffic director), an accountant and a 
stenographer. 


As assistant and general factotum, 
he engaged Miss Jane Kaye, who is 
now executive secretary of the corpor- 
ation. To help the organization along, 
Miss Kaye drew no salary in those 
days, but it was all right, for in private 
life she is Mrs. Reub Kaufman. 

His organization set, Kaufman 
started a two-fold mission: to find 
quality film programs and to sell them 
to sponsors and stations. 


It wasn’t easy. For six months busi- 


ness was elusive. Total sales barely 
reached $57,000. The struggling young 
company had encountered an impasse. 
There was an overabundance of poor 
film programs, which Guild felt it could 
not market, and the few good film pro- 
grams available offered so little in the 
way of distributing fees that the ex- 
pense of selling ate up all the profits. 


Reluctant Decision 


Reluctantly, Kaufman decided Guild 
Films would have to produce its own 
shows. 

On a trip to California in December, 
1952, Kaufman talked to Don Fedder- 
son, then general manager of KLAC-TV 
Los Angeles. Mr. Fedderson had 
several suggestions. One was that Kauf- 
man consider a young pianist who was 
telecasting live on KLAC-Tv. The pian- 
ist’s name was Liberace. Kaufman was 
greatly impressed and promptly signed 
the musician to put the program on 
film. 

All of the resources of the new firm 
were thrown into the production of this 
first 39-week series. Kaufman _bor- 
rowed and begged money. The first 
film was produced at a cost of $12,000. 
(Now the average Liberace show costs 
$20,000 to produce.) Then, with the 
opening show in a film can under his 
arm, the Guild Films president began 
a trip across the country, visiting sta- 
tions and sponsors as he went. 

Liberace’s tv film debut took place 
at Denver, Feb. 18, 1953. At first there 


Miss Kaye 


Manny Reiner 





was no great rush to get on the Liber- 
ace bandwagon, but Kaufman and 
Guild Films salesmen kept hard at 
work. These were the days when the 
Guild president often worked around 
the clock. He did everything—produc- 
tion supervision, selling, promotion, 
management, shipping, even secretarial 
work and filing. After a few months, 
Liberace caught on. It was winning 
audiences, bringing results to sponsors. 
In a year, the Liberace Show was on 
150 stations. Its star was hailed as 
“television’s first matinee idol.” 

Today the show is on 221 stations. 
Guild considers that near the saturation 
point, as it is within viewing distance 
of practically every tv set in the United 
States and Canada. 


Production Upped 


Guided by the energetic Kaufman. 
Guild Films did not rest on the success 
of the Liberace Show. By the summer 
of 1953 production was begun on Life 
with Elizabeth, starring Betty White, 
which had won an Emmy award as a 
live Hollywood show. That program, 
too, became nationally popular, shoot- 
ing up to over 100 outlets within a 
year. 

Simultaneously, Guild began produc- 
tion of the higher-budgeted Joe 
Palooka series, based on the famed 
comic strip, which also became a big 


seller. 
By the end of 1953, these three pro- 
(Continued on page 87) 
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idea, nurtured by hard work and wise policy, grew into Guild Films 


Dave Savage 





good spot 
fo bein? 


Like to have things pretty much all to yourself? 


Then give serious thought to spot television— especially on 

the 12 stations we represent. It comes in all sizes from less than 
$100 a week to more than $1,000,000 a year... and its 
cost-per-thousand is so low you can virtually take over a market 


without going over your budget. 


Take the case of the distributor in the Carolinas for Union Oil 
Company of California, who wanted to expand the demand for 
his premium-priced motor oil. A schedule on WBTV, Charlotte. 
hand-picked to fit his budget, brought these results within 26 
weeks: “We are now the top distributor in the nation. We've 
exceeded last year’s sales by 102%, and have set up many 
associate distributorships. This can definitely be attributed to our 


” 


television advertising with your company! 


Results like these help to explain why more than 300 national 
spot advertisers are currently using schedules on one or more 


of the 12 stations (and the regional network) we represent. 


It’s a good spot to be in! 


CBS TELEVISION SPOT SALES 


Representing: wcss-tv New York, wcau-tv Philadelphia, wrop-rv Washington, 
wstv Charlotte, watw Florence, wmsr-tv Jacksonville, wxix Milwaukee, 
wspM-Tv Chicago, KsL-tv Salt Lake City, kcut-tv Galveston-Houston, 

Koin-TV Portland, knxt Los Angeles, cBs TELEVISION PACIFIC NETWORK 
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business standards 


to qualify for 


a bank loan 


BY MILTON A. GORDON, 
PRESIDENT, TELEVISION 
PROGRAMS OF AMERICA 
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Oo” of the most frustrating experi- 
ences of my youth occurred at 
the age of eleven, during my first ex- 
perience at Boy Scout camp, when I 
went on a snipe hunt. Those of us who 
have been on snipe hunts will remem- 
ber that this is a form of hazing 
whereby the uninitiated boys are given 
a lantern and a burlap bag and are 
turned loose in the cold, dark night 
to catch the non-existent snipe. Invari- 
ably they are lost in the woods. It 
occurs to me in writing on the subject, 
“How to Finance a Television Series,” 
that the quest of the producer can be 
a real snipe hunt unless the problems 
of the banker and know-how to over- 
come them are understood. 


I recently addressed a group of 
bankers who were interested in the 
reverse side of the situation. Their 
question was, “When is a television 
series bankable?” I tried to answer 
by tracing the history of entertainment 
to the point where it had come of age 
as a bankable venture. Perhaps it 
might be helpful here to follow the 
same tack because if we know what 
makes a bankable loan, we can avoid 
the snipe hunt. 


Entertainment precedes banking by 


eons. In many early civilizations there 


organized forms of entertain- 
he theatre in the early Chinese, 
jan and Egyptian civilizations 
important part of the com- 
By the time of the Greeks, 


pectacular with the Circus Maximus? 


Other kinds of business, in one 
form or another, also go back a long 
way into history, and alongside these 
businesses is a record of banking. 
Business became Big Business about 
the middle of the last century with the 
advent of the Industrial Revolution, 
and banking not only met, but antici- 
pated, both literally and figuratively, 
every need of the expanding business 
world. 


Yet while bankers have met the 
needs of other businesses for many 
hundreds of years, it is little more than 
three decades that bankers have re- 
garded the entertainment world as a 
good credit risk. 


It is true, of course, that angels 
have long been available to finance 
entertainment ventures. Shakespeare 
had his patrons at Stratford-on-Avon, 
just as current Broadway producers 
have them. But show business did not 
command the respect and attention of 
organized banking until the early 
Twenties. 


Why was that? It relates to the lack, 
in the entertainment world, of what 
I have called an “area of predicta- 
bility.” I am going to use this phrase 
often because it goes to the very 
heart of the problems involved. 


Entertainment also became Big Busi- 
ness—and a subject for banking ac- 
tivity—in the early Twenties with the 
great expansion of the motion pic- 
ture. The motion picture gave to the 
entertainment world what it did not 
have before, an “area of predicta- 
bility.” Prior to that time, and even 
now, a play can open on Broadway, 
get panned by the critics, and close by 
the end of the week, losing to its back- 
ers their entire investment. 


But with the opening of thousands 
of motion picture theatres, the motion 
picture became to some extent a pre- 
dictable business venture. True, the 
predictability varies in degree, but 
since about 1925 there have been 
15,000 to 20,000 motion picture the- 
atres in the country. Some of these 
theatres swallow film daily. Others 
need product two or three times a 
week: Consequently, even if a picture 
is very poor and would close imme- 
ditely on Broadway if it were a play, 
that picture will still play a certain 
number of theatres and be assured of 
a certain amount of income. The vari- 
ance between a shoddy B picture of 
small cost and a Gone With the Wind 
might be the difference between a 
$100,000 and a $30-million gross, but 
even the former 


must get some 


revenue, 


Thus, motion pictures became bank- 
able when they entered the “area of 
predictability” and when the producer 
could demonstrate to the banker with 
projected figures that there would be 
income to pay the loan. 


But this is not a story about motion 
picture financing. We are interested 
in how to make a television loan. 
The corollary from motion pictures to 





vw 


mer & 





television is quite simple. The rules 
are similar and relate to the same 
word, “predictability.” 


“How-to” articles are now very 
much in vogue. Most of these articles 
start by telling what not to do. And 
that seems to me to be a good starting 
point here. Let’s take an exaggerated 
case, that of Will Despey, an aspiring 
television producer. He has an idea for 
a television series. But that is about 
all. He doesn’t know how he is going 
to sell the pictures, what they are going 
te cost, how he is going to guarantee 
completion. But he is sure that they 
are going to get a rating of 40. So he 
goes to a bank for a loan. Poor Will 
Despey won’t have time to sit down 
at the vice-president’s desk before the 
v.p. says, “No!” What did Will do 
wrong? He showed the banker that he 
was a poor credit risk because his 
case was not well prepared. He could 
not demonstrate clearly that the loan 
had entered the “area of predicta- 
bility” which would assure the banker 
a reasonable chance of repayment: 


1. Don’t try to get a loan until you 
have determined and contracted for a 
sale or method of distribution. This is 
most important. 


2. Don’t expect the banker to rely 


on figures “off the cuff.” Have a com- 
prehensive budget prepared—and I 
mean comprehensive in every detail. 


3. Don’t expect to be casual about 
completion. Be ready to talk about a 
completion guarantee. 

4. Have as many of the elements of 
the package completed as is possible. 


I have said above that most impor- 
tant is the method of sale or distribu- 
tion. Herein lies the key to the pre- 
dictability of the loan and the ulti- 
mate success in financing. The pro- 
ducer must decide which route he is 
going to travel—the way of a national 
sale or syndication. The problem of 
financing is different for each situa- 
tion. 


Financing a National Sale 


If the producer has prepared a 
pilot film and has sold it to a national 
sponsor, the problem is_ relatively 
simple. The price is established, as are 
the various conditions and rules of 
acceptability. Here a banker has a 
completely predictable situation which 
he can surround with safeguards so 
that payment is assured. 

There is one point in this connec- 
tion which should be covered and 
which presents a major challenge to 


a producer. It is this: Contracts with 
large and sophisticated sponsors some- 
times include cancellation clauses giv- 
ing them an out in the event of war, 
moral turpitude of the stars or other 
contingencies. These always seem re- 
mote, but they are real hazards to a 
banker who is relying on a firm con- 
tract. And it is the producer’s responsi- 
bility to fight their inclusion. 


Once there is a firm contract of sale, 
there are really only two remaining 
problems: 


1) The percentage of advance the 
bank will make on the contract. De- 
pending on the reputation and stability 
of the producer, this advance is usu- 
ally about 80 per cent, so that the pro- 
ducer may be said to be 80 per cent 
home—80 per cent home because a 
bank will usually not finance 100 per 
cent of the contract price of a series. 
The producer must provide the re- 
mainder. It may come from his own 
or his company’s funds, from “sec- 
ond” money or from deferment of 
certain fees. These fees include the 
producer’s own fee or a part of it, part 
of the star’s money and other defer- 
ments. 


2) A completion guarantee or bond. 
(Continued on page 54) 





Banks and factoring companies financing tv films—their requirements 


Ss" making loans to finance tele- 
vision films is a specialized field, 
TELEVISION AGE has compiled a list of 
a few of the larger banks and factoring 
companies that have gone into the 
business. 


Each of these organizations has, 
through its own experience, evolved its 
own ground rules. The purpose of all 
of these institutions is the same: to 
work within Mr. Gordon’s “area of 
predictability” and to create for all 
parties in every venture an “area of 
profit.” In the determination as to who 
is a good risk and what is a salable 
film, there results, for institutions as 
well as for individuals, a wide area 
of interpretation. 


These profiles will indicate, how- 
ever, the differences among lending in- 
stitutions are not of kind but of degree. 


Bankers Trust Co., New York (To- 


tal resources at quarter ending 
March 31, 1955: $3,283,945,000) 


The man to see is Herbert L. Golden, 
vice president in charge of the bank’s 
Amusement Industry Group. A former 
Variety staffer, Herb Golden is show- 
business turned banker. Unlike most 
bankers, he doesn’t discourage a pro- 
ducer who “believes” in his property 
from coming to the bank, even if the 
producer doesn’t have some of the 
elements of his package developed. 
Golden feels he can help the producer 
in tying up loose ends, such as leading 
him to the best talent and/or best 
distributor. 


“The important thing about a loan,” 
Mr. Golden says, “is the guy himself 
and his track record. What’s he done 
in tv or, in some instances, in movies, 


radio or stage?” Deals which have 
looked good on paper have been 
turned down by Banker’s Trust be- 
cause the borrower “didn’t look like a 
good risk.” 

Rates for loans are almost always at 
the legal maximum of 6 per cent. 
Prime rate for a top-rated firm would 
be 90 days at 3 per cent. (But, to date, 
no takers at this rate are on record.) 
The rate is determined by risk and 
service. In banking terms, tv financing 
is still risky. But even in cases where 
the collateral on the loan is 100 per 
cent safe and, in other types of busi- 
ness, the rate might be 5 or even 4 per 
cent, the amount of service required 
for conferences, paper and legal work 
makes it necessary to charge 6 per cent. 
Loans are usually for somewhere 
around 70 per cent of total capital 

(Continued on page 54) 
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Film (Continued from page 53) 
This is, in effect, an insurance policy 
which insures the bank (and the ad- 
vertiser) against a variety of hazards. 
If, for example, the producer exceeds 
his budget and exhausts his funds, 
the completion guarantor is respons- 
ible for whatever money is needed to 
finish the series. If the producer should 
die, the completion guarantee makes 
it possible to bring in another pro- 
ducer to finish the series. After all, 
there is one common end mutually 
sought by all parties to this agreement. 
That is the delivery of the requisite 
number of completed negatives. The 
completion guarantee is pivotal in 
making this possible. 


Completion Guarantee 


The completion guarantee may be 
cash (usually 10 to 20 percent of the 
loan) or it may be a contractual in- 
demnification, or both. It would be 
most helpful, I know, to provide a list 
of sources where completion guaran- 
tees may be obtained, but it is im- 
possible to do so. No person or com- 
pany I know of makes a business of 
giving completion bonds, as is done 
in England. Until a year or so ago, 
some west coast studios made a prac- 
tice of furnishing guarantees in ex- 
change for production contracts. They 
no longer do so; business is too good 
for them nowadays. 


As a result, a producer must provide 
his own completion guarantee, either 
from his own or company funds, or 
from any source available to him. 
Unless he is wel] recognized and of 
good repute, he may find this to be one 
of his most critical problems. 


Financing for Syndication 


Financing a series for syndication 
presents a less predictable area, be- 
cause it involves a production loan on 
the picture prior to the sale thereof. 
The potential customer is the local 
or regional advertiser, rather than 
the national advertiser, and the entire 
series—or a substantial portion there- 
of—must be made in advance of the 
sale because the local advertiser usu- 
ally wants to start telecasting imme- 
diately, without long 
delays. 


production 
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The key to the loan on a syndi- 
cated series is a distribution agree- 
ment. No bank will make a loan on 
product which may become an orphan. 
But more than that, the agreement 
must be with a reputable and accred- 
ited film distributor with a proven 
sales record. Even then, the bank will 
advance less than on a national sale 
because recoupment is slower and re- 
sults are more problematical. Actually 
there is little bank money available 
today to a producer of a series for 
syndication unless one of several com- 
mon aids to an ordinary production 
loan is present: 


1) A guaranty of sales by the dis- 
tributor within a specified period of 
time. 


2) The so-called “pick-up.” This is 
nothing more or less than a cash ad- 
vance by the distributor against sales 
as the pictures are delivered. This 
“pick-up” can be a portion or all of 
the production cost and is used to 
reduce or repay the loan. 


3) Some form of cross-collaterali- 
zation. For example, a producer may 
have a successful series of pictures, 
which are paid for or substantially 
paid for. The negatives of this series, 
and the income therefrom, are used to 
secure the loan on the new series. 


Advance Depends 


The percentage of advance which 
the bank will make depends to a large 
extent on which of the above elements 
are present, and to what extent. 


If a good distributor guarantees 50 
per cent of the cost, it is hardly likely 
that the bank will lend more than 
Each 
financial contract is a highly indi- 
vidual arrangement. 


that proportion of the loan. 


Sometimes, if the idea and the ele- 
ments are especially attractive, the 
distributor will directly finance the 
pictures. In these situations the dis- 
tributor usually requires, in addition 
to the distribution fee, a share of the 
profits. 


How do you finance a television 
series? Maybe I’ve lost you in the 
woods on a snipe hurt after all. 


Banks (Continued from page 53) 
required for production, but Bankers 
Trust has and will lend up to 100 per 
cent. (The bank has just loaned $1 
million to a top producing-distribut- 
ing firm for 39 additional episodes of 
a network series sponsored by a top 
food firm.) Eighteen months is as long 
as Bankers Trust likes to make its 
loans. In one case, however, it gave 
a three-year loan to a distributor who 
bought half-hour films and wanted to 
cut them down to quarter hours. 


As noted by Milton Gordon, com- 
pletion money is always required, but, 
Mr. Golden points out, completion 
money isn’t as much a gamble in tv 
where loans are made on a series of 
13 or 26 films as it is in the one-film 
only movie industry. The reason: A tv 
budget is easier to manipulate, since 
a producer can cut down on later epi- 
sodes to make up for earlier excesses. 


Mr. Golden summarizes the role of 
a bank: a bank is a lender of money, 
not an investor. A bank can only make 
its 6 per cent interest. It does not share 
in gross profits, and it does not get a 
cut of the net profits or of ownership. 
Since the bank’s potential is narrowed, 
its risk is greater. “Therefore,” he con- 
cludes, “a bank in making a loan for 
tv looks for a sure shot.” 


Chemical Corn Exchange Bank, 
New York (Total resources at quar- 


ter ending March 31, 1955: $2,855,- 
064,000) 


Ed Van Pelt is the vice president in 
charge of loans for tv, but a lot of the 
preliminary spade work is done by his 
assistant, Robert C. Kurzweil. These 
men have been a team since Chemical 
made its first tv loan in 1951. Chemical 
has developed some definite rules and 
procedures on tv loans. It prefers that 
the producer have some stake in the 
venture. “If it isn’t good enough for 
the producer to put himself in hock to 
some extent, it isn’t good enough for 
us,” is the way Mr. Kurzweil expresses 
the bank’s view. 

Chemical usually doesn’t finance un- 
less there are going to be at least 26 
pictures in the series. It is more diffi- 
cult to get off the hook on 13 films 
than it is on 26, the bank feels. The 
firm is as much concerned with the 
distributor as it is with the producer. 








“The distributor is the police dog for 
the bank,” Chemical believes. The 
company expects the distributor, too, 
to get in on the financing in some way 
—putting his own money up or defer- 
ring all or part of his distribution fee. 
And, in almost all cases with syndi- 
cated properties, the distributor should 
guarantee a dollar volume of sales in 
a specified time period. The prevailing 
interest rate at Chemical is 6 per cent. 
They will put up as much as 50 to 60 
per cent of the bank-approved budget. 
Most loans are on a non-notification 
basis, and customers of the borrower 
don’t know about the loan. But on a 
national sale, directly to one sponsor, 
the bank will arrange direct payment 
from the sponsor. This, Chemical feels, 
is more advantageous to all. A com- 
pletion deposit, which is required in 
addition to a completion guarantee, 
must be in cash or the equivalent. But 
here, as in other aspects of Chemical’s 
loan requirements, there is some fluctu- 
ation, based on the ability and perfor- 
mance record of the borrower and his 
associates. The better the record, the 
less stringent the requirements. 

The bank drew up for TELEVISION 
AGE an outline of information and facts 
that a borrower should bring with him 
when he comes to Chemical for a loan: 


1. How is the production to be fi- 
nanced ? 
a. How much does he want the 
bank to lend? 
b. How much is being invested, 
including the producers’ stake? 
c. What deferments, if any, have 
been arranged with the distrib- 
utor, talent, labs and the like? 


2. A reasonably detailed background 
of the idea for the series, the 
personnel involved, the location, 
schedule and method of filming. 


3. Who is the distributor? What is 
his guarantee, what contracts does 
he have and what is his financial 
condition? Also, what does he 
propose to do to “sweeten the 
package?” 

4. What are the facts on the stars. 
directors and other production 
personnel? What are their avail- 
abilities? Also, the 
should have contracts or commit- 


borrower 


ments for their services. 


(Continued on page 73) 

















Ancient Auto Tour 


The first annual woopland Antique Car Tour, a promotion idea with 
a difference, has created national as well as local notice for woop-tv-am 
Grand Rapids. 

In the heart of the motor manufacturing country, the station has just 
staged the 90-mile weekend event planned in cooperation with the Grand 
Rapids chapter of the Veteran Motor Car Club of America as a commemor- 
ation of the woop stations’ 30 years in the broadcasting industry. 





Col. Alexis de Sakhnoffsky, famous automobile stylist and industrial 


engineer, was the guest of honor. Around 100 antique automobiles took 
part in the trip. 

Col. Sakhnoffsky has been a leader in the field of automobile styling for 
twenty-five years during which time he has styled cars for General Motors, 
Packard, Cord, Nash, Marmon, Auburn, Studebaker, Peerless and American 
Austin. A native of Kiev, Russia, he served during World War II as a 
colonel in the U. S. Air Force Intelligence and returned to Russia for a 
time as interpreter for W. Averell Harriman, then ambassador to the U.S.S.R. 

Tour started from the woopland center parking lot at 9 a. m. on Satur- 
day, May 21. In a simulcast News Director Bob Runyon and Col. Sakhnoff- 
sky interviewed drivers and displayed the cards. At 10 a. m. the tour started 
for Poll’s Museum, Holland, Mich., where lunch was served. In the afternoon 
the autos proceeded to the Bil-Mart Hotel in Grand Haven, where guests 
attended a cocktail party followed by dinner when awards were made for 
the most popular car, car coming the longest distance, oldest car and best 
costumes as well as the driver who ran into the most hard luck for the trip. 

After spending the night and breakfasting at the hotel the party returned 
to Grand Rapids Sunday morning, arriving at the woop-Tv studios in 
time for a one-hour live show at 1 o’clock. 

The station paid most of the expenses of the tour. A registration fee of 
$2 per car was charged and persons spending the night in Grand Haven paid 
$7.50 each for accommodations. 
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WKJG-TV 


THANKS NBC For SELECTING 


FORT WAYNE as THE TEST TUBE 


OF THE TELEVISION INDUSTRY 





NBC STUDY 
“STRANGERS INTO CUSTOMERS” 
DEMONSTRATES THE IMPACT OF TV 





IN FORT WAYNE, WKIG-TV, the NBC station, demonstrates the impact 
of television with 28 out of the 30 top-rated shows.* 





WKIJG-TV is the No. 1 Station in the Nation’s No. 1 Test Market. 


WKIG-TV is your effective buy to test your campaign, 
to move merchandise, to create sales. 


*ARB Survey Feb. 8-14, 1955 Ask Raymer for availabilities. 





The No. 1 Station in the Nation’s No. 1 Test Market 
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TELEVISION AGE 


Ithough timebuyers have now 

placed the major share of their 
summer schedules and are getting 
ready to consider fall business, their 
recent activity has given strong credi- 
bility to at least one theory: Spot tv 
advertisers who used to consider sum- 
mer a “hands-off” period, are more 
and more aware that the best adver- 
tising is consistent advertising. Many 
are maintaining their spring schedules 
right on through summer months. Or, 
where they are still cutting down, they 
are trying to retain at least a summer- 
time bridge to the fall build-up. 


Big Spot News 


The biggest spot news is, of course, 
the Philip Morris placements. Initially, 
it announced that it was diverting a 
large part of its tv budget into other 
media. The Television Bureau of Ad- 
vertising, the industry’s promotional 
arm, supplied sample spot schedules 
offered by their member reps and sta- 
tions. (TELEVISION AGE Spot Report 
April 1955.) 

The Philip Morris business, mostly 
nighttime 10 and 20 second announce- 
ments, starts July 1. The contracts are 
for 52 weeks with likelihood that they 
will be extended. They are going into 
the following markets: Atlanta, Balti- 
more, Birmingham, Boston, Buffalo, 
Charlotte, Chicago, Cincinnati, Cleve- 
land, Columbia, S. C., Columbus, O.., 
Dallas-Ft. Worth, Dayton, Denver, De- 
troit, Greenville, N. C., Hartford-New 
Haven, Houston, Indianapolis, Jack- 


June 1955 


a four-week 
review of 





REPORT 


current activity 


in national 
spot tv 


sonville, Kansas City, Los Angeles, 
Louisville, Memphis, Miami, Milwau- 
kee, Minneapolis-St. Paul, Nashville, 
New Orleans, New York, Norfolk, 
Omaha, Philadelphia, Pittsburgh, Pa., 
Portland, Ore., Providence, Richmond, 
Rochester, Sacramento, St. Louis, San 
Antonio, San Diego, San Francisco, 
Schenectady, Seattle, Syracuse, Tampa, 
Toledo, Washington, Wichita. 

The original appropriation is over 
$1 million, but by the time Philip Mor- 
ris is finished, the total expenditure on 
spot tv over the 52 week period will be 
closer to $2 million. (This activity has 
meant that Isabel Ziegler, of Biow- 
Beirn-Toigo, is the busiest buyer in 
New York right now.) 

What can a station do who is not 
on the above list? This question was 
asked by TELEVISION ACE of both the 
agency and Philip Morris. The answer 





Frank L. 


Chipper field, 
media director of the Gardner Adver- 
tising Co., St. Louis 


appointed 


is not much right now. However, both 
the agency and advertiser feel that this 
market list will eventually be expanded 
depending on the success of the initial 
campaign. 

Philip Morris interestingly enough 
is not the only company to go through 
Monarch 


Wines, as reported in this department 


the summer with spot tv. 


last month, is also running counter to 


its usual seasonal marketing — hot 
weather frequently depresses wine con- 
sumption—and is evening out its sales 
curve with the help of summer an- 


nouncements. 


Stays Through Summer 


Similarly, the Mcllhenny Co. (To- 
basco sauce) is staying with its spot 
campaign through the summer months, 
cutting other media in order to do so. 


And Norwegian Frozen Fish, which 
considers Lent and fall its prime sales 
periods, is another out-of-season adver- 
tiser. Its current spot campaign does 
not end until July. This is probably 
keyed to extending Lenten fish buying 
into a strong post-Lent season, as well. 

Spot is proving it can shape—as well 
as create—sales. That means summer 
is not a time the smart advertiser can 
afford to overlook. 


AMERICAN BAKERIES CO. — 

MERITA DIVISION 

(Tucker Wayne & Co., Atlanta) 

The company buys the half-hour Lone 

Ranger film series on a spot basis for a 

52-week period in 15 southeastern markets 

Also, American Bakeries runs spot 

campaigns of minutes and 20's, promoting 

new markets, new product or in localities 
(Continued on page 59) 
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Spot (Continued from page 57) 


TV 
New Orleans, WCSC-TV 
Charleston, S. C., WIS-TV Columbia, Ga. 
and WJBF-TV Augusta, Ga. These schedules 
range from three to 17 spots per week, and 
are both film and live. ne A. Benton 
is the timebuyer. 


AMERICAN HOME PRODUCTS 
CORP. 


(Geyer Advertising, Inc., N. Y.) 


For Aero Shave the company began around 
the end of May a 26 week schedule of ID’s 
only in 15 markets. Carol Sleeper is the 
timebuyer. 


ANSCO PHOTO, DIVISION OF GEN- 
ERAL ANILINE & FILM CORP. 
(Biow-Beirn-Toigo, Inc., N. Y.) 

Ansco is now in eight test markets 

spread out around the country: At- 

lanta, Washington, D. C., Harrisburg, 

Pa., Elkhart, Akron, Albuquerque, Denver 
and Yakima. This is a 13-week campaign 
which will end in most of the markets 

in July. John Schneider, Biow account 
executive, says, “Test tv results defi- 
nitely indicate that tv has done a good 
job and we will surely continue using it.” 
Peak season for photo film is summer so 
look for action from Ansco next spring. 
Gerald Van Horson is the timebuyer. 


ARNOLD & ABORN, INC. 
(Anderson & Cairns, Inc., N. Y.) 


The maker of Aborn’s Coffee is currently in 
Boston and Providence. Possibility it may 
extend tv coverage to its other distribution 
markets in New England and the east. 
Victor Seydel, v. p. in charge of tv and 
radio, is the contact. 


ASSOCIATED BULB GROWERS OF 
HOLLAND 


(Anderson & Cairns, Inc., N. Y.) 


A tv spot campaign is currently being 
given much consideration by this 
organization. It has used spot tv before in 
New York, Philadelphia, Chicago, Cleve- 
land, Detroit, St. Louis, Dallas and San 
Francisco. Victor Seydel, v. p. in charge 
of tv and radio, is the contact. 


BROCK CANDY CO. 
(Liller, Neal & Battle, Atlanta) 


As mentioned in April Spot Report, the 
candy company, one of the first in the 
south to get into tv, is again becoming 
tv-active. It purchased the NBC Film 
Division series Steve Donovan, Western 
Marshal in seven markets. (See Film 

Sales for listing of markets.) Sarah 
Williams, media director, is the timebuyer. 


BUITONI MACARONI CORP. 
(J. Walter Thompson Co., N. Y. ) 


The agency has just taken over the account 
and is currently formulating overall 
advertising plan in which tv spot will be 
definitely included. Client ought to get 
agency recommendations sometime in June. 
Mario Kircher is the timebuyer. 


CADIE CHEMICAL PRODUCTS, INC. 
(Tucker Wayne & Co., Atlanta) 


The company ran a test tv campaign in 
Atlanta and Birmingham for its Cadie dust 
and silver cloths and automobile cloths. 

It used WLW-A Atlanta, first on a two-week 
schedule of 25 one-minute announcements 
weekly, and a later schedule of 17 one- 
minute announcements weekly for six 
weeks. Mostly daytime spots were bought 
in order to reach the women with the 
exception of those for the automobile cloth 
which were slotted at night to reach a 
general audience. Anne A. Benton 

is the timebuyer. 





D. Trowbridge Elliman Jr. has joined 
BBDO in New York as timebuyer 


CANADA DRY GINGER ALE, INC. 
(J. M. Mathes, Inc., N. Y.) 


As mentioned in May Spot Report, 
Canada Dry is bubbling with tv spot 
activity. Lake Charles and Platts- 

burg (Bloomingdale-Lake Placid) are 
the latest additions, bringing the 

market total to 34. In June 

six of these markets end their 

schedules but because spots are bought 
(by bottlers) or recommended (by division 
managers) on a local level, buys can 
made at any time. Edna Cathcart is 

the timebuyer. 


CAREY SALT CO. 

(Ruthrauf & Ryan, Inc., Chicago) 

To back a Carey Salt tableware-premium 
promotion, the company has lined up 
schedules of live spots for a July 4 start in 
Springfield, Mo., Omaha, Des Moines, 
Kansas City, Oklahoma and Atlanta. The 
campaign is to run for an indefinite period. 
Holly Shively is the timebuyer. 


CARNATION CO. 


(Erwin, Wasey & Co. 
Angeles) 


The maker of Carnation Evaporated Milk is 
buying Annie Oakley, half-hour CBS-TV 
Film Sales series. For markets already 
purchased see Film Sales listing. More 
markets are going to be bought, some 40 

in all. June Kirkpatrick and Robert Clark 
are the timebuyers. 


Ltd., Los 


CARTER PRODUCTS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


For Arrid Cream Deodorant and Rise 
Shave Lather, the company is running 
separate tv spot campaigns, hitting a total 
of 40 markets for both products. It is 
using one-minute films once or twice a week, 
placed on class A time. 

The campaign will go through September 
which is the end of the first half of 
Carter’s fiscal year. Cameron Higgins is 
the timebuyer. 


— OF GEORGIA RAILWAY 


(Tucker Wayne & Co., Atlanta) 


On May 22 the railroad started a nine 
week spot campaign in four Georgia 
markets. On WSB-TV Atlanta an 
WMAZ-TV Macon, to stimulate weekend 
passenger travel to Savannah, it is using a 
Wednesday through Friday schedule of 
three 20-second spots and one ID. On 
stations WTOC-TV Savannah and WRBL-TV 
Columbus, a schedule of two announcements 
weekly for 52-weeks is being used to 
promote both passenger and freight service. 
Anne A. Benton is the timebuyer. 


CHRYSLER DIVISION, CHRYSLER 
CORPORATION 


(McCann-Erickson, Inc., Detroit) 


Special tv film commercials have been 
prepared by Chrysler and distributed to 
local dealers who will buy time locally. 
Interest is hot among Chrysler's 3,100 dealers 
in backing company’s drive to sell one 


million cars in 1955. This campaign will last 
through June, perhaps longer. 


CITIES SERVICE CO. 


(Ellington & Co., N. Y.) 

The oil company is now in 10 markets, most 
of which are in the east, for a 26 week 
campaign. In two markets it is using | 
Ziv’s I Led Three Lives, in the others it is 
running film and live announcements 
around baseball telecasts. Dan Kane is 
the timebuyer. 


COAST FISHERIES, DIVISION OF 
QUAKER OATS CO. 

(Lynn Baker, Inc., N. Y.) 

The company is in the process of making up 
its mind between a shared network show 
or a heavy spot campaign on its own. 
Decision imminent. Charles J. Weigert, 
media director, is the timebuyer. 


COMMERCIAL SOLVENTS CORP. 


(Fuller & Smith & Ross, Inc., N. Y.) 


For its Norway and Peak Anti-Freeze 
products, the company will ride heavy on 
tv spot starting in the fall for eight weeks, 
definite beginning dates depending on 
the weather, The company will increase last 
year’s coverage and will use approximately 
80 markets. Also, it will up its frequency 
in almost all markets with a low of 
three and a high of eight uses per week 
Class A time will be bought wherever 
possible for one-minutes, 20’s and ID's. 
Commercial’s Anti-Freeze products are 
distributed nationally, exclusive of the deep 
south. Local distributors carry a lot of 
weight with Commercial and can bring 
ressure for tv spot business. Bernard G 
Roenunsen is the timebuyer. 


CRESCENT MANUFACTURING CO. 


(Honig-Cooper Co., Seattle) 

The maker of Mapleine, a food flavoring, 
is readying a tv spot campaign for the 
northwest. It will be using a singing 
commerical produced by Song Ads Co., 
Hollywood. Mel Lucas is the timebuyer 


E. IL DU PONT DE NEMOURS & CO., 
INC. 
(Batten, Barton, Durstine & Osborn, 


Inc., N. Y.) 

Starting September 30, the company will 
run a —H.. - 15-minute Football Prediction 
film show with ex-Notre Dame coach 
Frank Leahy for its Anti-Freeze products, 
Zerone and Zerex. The show will play 10 
weeks and will be placed in from 150 to 200 
markets, covering 95 percent of all tv 
homes in the country. The series 

will be scheduled on Thursday and Friday 
nights only, preferably in Class A 

time. Ted Wallower is the time buyer 


EBERHARD FABER PENCIL CO. 
(Anderson & Cairns, Inc., N. Y.) 

The company will take on a tv spot 
campaign in the late fall. This will be pre- 
Christmas promotion for its children’s 
coloring sets and will cover only major 
cities. Victor Seydel, v. p. in charge of tv 
and radio, is the contact. 


ESSO STANDARD OIL CO. 
(McCann-Erickson, Inc., Marschalk & 
Pratt Division, N. Y.) 

For Esso-Flit the company bought nine 
markets in La., Ark., Tenn. and N. C. and 
will be coming north with ‘the bugs 

It will push Flit in New York on June 6 and 
soon thereafter on all regular Esso News 
Shows in its 50-market, 18-state territory 
Esso might add some additional markets for 
a special Flit promotion campaign 

Don Leonard is the timebuyer. 


FALSTAFF BREWING CO. 
(Dancer-Fitzgerald-Sample, N. Y.) 
The agency and client are still in the 
formative stages of their upcoming fall 
campaign. However, the agency has sent 
out to stations requests for 

half-hour availabilities starting in 
October. It looks as if Falstaff will 

again use the MCA-TV half-hour film series 
Rod Cameron, City Detective on Class A 
time. It is also probable that in some mar- 
kets, a second Class A half-hour will 

be bought—The Screen Gems pilot series 
which will be called Falstaff Celebrity 
Theatre. James Neville is the timebuyer 


(Continued on page 61) 
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Spot (Continued from page 59) 


FERBER CORP. 


(Emil Mogul Co., Ine., N. Y.) 


The maker of 25-cent Vu-Riter ball-point 
pen started a tv spot campaign on y 8 
that will run through November 12 in 
Wilkes-Barre, Columbus, O., Dallas-Ft. 
Worth, Washington and San Diego. It is 
using from five to ten announcements a 
week, but begining five weeks before public 
schools open for the fall it will double 
frequencies. Elaine Schachne is the 
timebuyer. 


FRITO CO., INC. 
(Ruthrauf & Ryan, Inc., Chicago) 


A schedule of one-minutes and ID's is 

in progress on a continuing basis for 

the western division in Los Angeles, 

Santa Barbara, San Diego, Bakersfield, 
Fresno and Salt Lake City and in Chicago 
and Madison, for Fritos Wisconsin, 

Inc., another division of the parent 
company. Holly Shively is the timebuyer. 


GENERAL BAKING CO. 


(Batten, Barton, Durstine & Osborn, 
Ine., N. Y.) 


In addition to the campaign in New England 
and upper New York noted in May’s 

Spot Report, General Baking is plugging 
Bond Bread’s new “Checkerboard Wrapper” 
via spot tv in Oklahoma City, Tulsa and 
Kansas City. In these three markets, the 
company is hitting with 25 spots per week. 
The campaign is up for renewal in mid-July. 
Too early to tell the results as yet but if 
they are good, campaign will be continued 
and probably extended. Elenore Scanlon 
is the timebuyer. 


GENERAL BEVERAGES, INC. 


(Richard N. Meltzer Adv., Inc., San 
Francisco) 


A four month campaign of participations 
in children’s shows on a western regional 
basis is planned to promote Donald Duck 
Beverages. Mary Ferriter, media director, 
is the timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


The company ran a two-week campaign last 
month in about 50 markets for Raisin Bran 
cereal. Other campaigns for other Post 
cereals are now being prepared. William 
Murphy is the timebuyer. 


GLAMUR PRODUCTS, INC. 
(Ettinger Advertising Agency, N. Y.) 
The maker of Easy Glamur Rug and 
Upholstery Cleaner just renewed its one- 
minute participations in Buffalo for 13 weeks. 
It is also using tv spot in New York and 
Toronto. The company is in the process of 
creating new distribution areas and as 
these grow tv spot will be used. New Haven 
will probably be the next tv market for the 
company. Seth Diamond, media director, 

is the timebuyer. 


GOLDEN GRAIN MACARONI CO. 


(Kelso Norman Advertising, San Fran- 
cisco) 

Presently using schedules in Salt Lake City, 
Honolulu, Seattle and San Francisco. 


Beryl Theurer, media director, is the 
timebuyer. 


- © gael TIRE AND RUBBER CO., 


(Kudner Agency, Inc., N. Y.) 


The agency is feeling out tv stations for 
possible fall placement of a film series based 
on Goodyear’s longtime radio show, 

The Life of Christ. Goodyear would like to 
run the tv version on Sunday afternoons, 
with no commercials only sponsor credit. 
Marjorie Scanlon is the timebuyer. 


THE GORHAM CO. 
(Donahue & Coe, Inc., N. Y.) 


The agency just took over the account. 





Victor Seydel, v. p. in charge of tv and 
radio, Anderson & Cairns, N. Y., 
active with Aborn’s Coffee, Assoc. 
Bulb Growers of Holland, Eberhard 
Faber Pencil Co., Rootes Motors and 
Waring Products Corp. 


Campaign is in Plans Board stage. 

Tv spot has definitely been included for 
consideration but final decision is not 
expected until late in June. Evelyn Lee 
Jones, chief timebuyer, is contact. 


GRIFFIN MFG. CO., INC. 
(Bermingham, Castleman & Pierce, Inc., 
7 Y.) 


4v. . 


Following up last month's Spot Report, 
the word at the agency for this shoe polish 
account is, “planning an expansion of spot 
tv.” Robert Rowell is the new timebuyer. 


GULF BREWING CO. 
(Foote, Cone & Belding, Houston) 


The maker of Grand Prize Beer has 
started a heave saturation spot schedule 
in the southwest. Grace Spanihil 

is the timebuyer. 


HARIAN PUBLICATIONS 
(Paul Miner Associates, N. Y.) 


The publisher of travel books has a 15- 
minute live show with film inserts featuring 
the company’s travel editor. Around 
September 15, the agency hopes to place 
the show in two or three markets around 
New York City area as a test. If show 
results in book sales, it will be placed in 
other markets. Jack Anderson is the 
timebuyer. 


HERCULES POWDER CO. 
(Fuller & Smith & Ross, Inc., N. Y.) 


For a new product, a crop test killer, the 
company will be in Little Rock and 
Lubbock until mid-July. (It tried one week 
of tv spot in Jackson, Miss.) It’s using live 
commercials in weather and farm shows. 
Chances look good for a bigger schedule for 
next year with the possibility of using a 
film commercial. Bernard G. Rasmussen 

is the timebuyer. 


LANCE, INC. 
(D’Arcy Advertising Co., Atlanta) 


Lance peanut food products are sold in 22 
states in the eastern part of the country. 
The northern extreme is Pennsylvania and 
Ohio, the western boundry runs diagonally 
from Toledo through the eastern half of 
Texas. This year spot tv will be used in 

30 markets in this territory with a frequency 
of four or five spots per week. Most 
schedules use 20-second spots placed in 
Class A or AA time. On May activity 
began in the following eight markets: 
Charlotte, Cincinatti, Jacksonville, Nashville, 
Philadelphia, Richmond, San Antonio and 
Houston. On June 6 schedules start in the 
following six markets: Columbia, S. C., 
Columbus, O., Dallas, Knoxville, Norfolk 
and Pittsburgh, Pa. The remaining 16 
markets will opened in the fall. Calvin G. 
Voorhis, account executive, is the contact. 


V. LA ROSA & SONS, INC. 


(Kiesewetter, Baker, Hagedorn & 
Smith, Inc., N. Y.) 


Definitely considering tv spot for the fall 
The maker of Macaroni products will 
duplicate last year’s spot program which 
took them in some 15 markets for 39 weeks 
A syndicated film series will probably be 
used. F. A. (Mike) Wurster, new media 
director at agency, is the timebuyer. 


LAUREL PRODUCTS, INC. 
(McCann-Erickson, Inc., N. Y.) 


The account was recently transferred from 
McCann's Cleveland office to New York 
where they are working on a new tv spot 
campaign soon to be announced. Frances 
Velthuis is the timebuyer. 


LEVER BROS. CO. 
(Foote, Cone & Belding, N. Y.) 


Lever has introduced its new Imperial 
Margarine in the Binghamton and Syracuse 
markets with a heavy tv spot schedule 
being used as part of the test. Arthur 
Pardoll, director of broadcast media, 

is the contact. 


LINCOLN-MERCURY, DIVISION OF 
FORD MOTOR CO. 

(Kenyon & Eckhardt, Inc., San Fran- 
cisco) 


Lincoln-Mercury has started a special 
campaign in San Francisco, with a 
possibility of opening in other markets in 
the near future. Ruth Power is the 
timebuyer. 


THOMAS J. LIPTON, INC. 
(Young & Rubicam, Inc., N. Y.) 


A four week campaign of daytime spots for 
Lipton’s ice tea started in the south in 
mid-May and will begin in northern markets 
in mid-June. A total of 55 markets are 
being used. Thomas M. Comerford is the 
timebuyer: 


LUDENS, INC. 
(J. M. Mathes, Inc., N. Y.) 


Agency has submitted plans for a tv spot 
campaign to the client to start in the fall 
Several stations submitted availabilities 
which were used in the agency's report in 
order to show the client what they could 
get. Word on Luden’'s decision should be 
out soon, Edna Cathcart is the timebuyer 


McILHENNY CO. 
(Scheideler, Beck & Werner, N. Y.) 


The maker of Tabasco Sauce is quiet in 
other media for the summer but is 
continuing its three-market tv spot schedule 
until August. (See Feb. Spot Report) 

At that time the company will return in 
15 radio markets and it seems very likely 
that the tv spot schedule will be renewed 
Anne Small is the timebuyer 


McKESSON & ROBBINS, INC. 
(Ellington & Co., N. Y.) 


For Tartan sun oil the company started at 
the end of May a spot schedule in 15 
markets. The campaign will run for six to 
eight weeks, depending on the market, 
and is using minutes and 20’s at a frequency 
of 10 to 15 a week. Dan Kane is the 
timebuyer. 


METRO - GOLDWYN - MAYER PIC- 
TURES CORP. 
(Donahue & Coe, Inc., N. Y.) 


The two releases now getting tv spot 
exploitation around the country are The 
Prodigal and Interrupted Melody. The big 
picture for June is Love Me or Leave Me. 
Spots are placed around the country by the 
agency in New York. General pattern is to 
buy two or three days prior and on 

opening day and run between 20 to 30 
spots, mostly minutes and 20's. Most pictures 
open either Thursday or Friday. Evelyn 
Lee Jones, head timebuyer, is the contact 


(Continued on page 63) 
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Spot (Continued from page 61) 


MILES LABORATORIES, INC. 
(Geoffrey Wade Advertising, Chicago) 


For Alka-Seltzer and One-a-Day Brand 
Vitamins, Miles is now using 
a healthy total of more than 100 markets, 
with minutes and 20’s. David Williams 

is the timebuyer. 


NICOLAY-DANCEY, INC. 
(Otto & Abbs Advertising, Inc., Detroit) 


The agency took over the account June 1. 
The maker of New Era Potato Chips is 
about to come up with a tv spot schedule 
covering its distribution area—Michigan, 
Ohio, Illinois, Indiana and Pennsylvania. 
Rudrick R. Otto, president, is the contact. 


NORWEGIAN FROZEN FISH, LTD. 
(Creative Advertising Agency, Jersey 
City) 


Although Lent and fall are the big seasons 
for this advertiser, it is currently in an 
intensive tv spot campaign, ending June 30, 
in markets in Maryland, Alabama, Texas 
and Nebraska. In the fall the company is 
99 per cent sure” of opening a tv spot 
schedule not only in the above states but 
also in markets in most, if not all of the 
following states: Virginia, West Virgina, 
North Carolina, Florida, Oklahoma, Iowa, 
Minnesota, Wisconsin, South Dakota and 
North Dakota. Mrs. Phyllis Weigbright 
is the timebuyer. 


OLYMPIA BREWING CO. 


(Botsford, Constantine & Gardner, San 
Francisco) 


The beer company is adding six markets 
to the seven mentioned in March Spot 
Report using Ziv’s film series The Belence 
Fiction Theatre. The 13-market schedule in 
11 western states will extend into 
November. Mrs. Mildred Wrenn is the 
timebuyer. 


ORKIN EXTERMINATING CO. 
(Bearden-Thompson-Frankel, Atlanta) 


Th company which has national distribution 
is placing television spot business through 
its local dealers. Leon R. Robbins Jr., is 
director of advertising of Orkin. 


PENICK & FORD LTD., INC. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


Now testing for My-T-Fine Desserts in 
Toledo with tv spot, in two other markets 
with newspapers only. Agency has sent 
the company a story board treatment of a 
one-minute film commercial. If accepted 

it will, of course, mean some tv spot 
activity. Extent of tv campaign if it comes 
about is not known but it should start 
someime after early fall. Ted Wallower is 
the timebuyer. 


PETER PAUL, INC. 
(Dancer-Fitzgerald-Sample, N. Y.) 


As noted in April Spot Report, the candy 
manufacturer, which dropped its tv spot 
schedules for the summer, is now in the 
process of formulating plans for a return in 
the fall to a heavy spot schedule using 
one-minutes, 20’s and ID’s. Jack Stack 

is the timebuyer. 


PAPER-MATE PEN CO., INC. 
(Foote, Cone & Belding, N. Y.) 


To introduce a new model, the Tu-Tone, 
which will sell for $1.69, the company is 
going all out this summer in an all-media 
advertising - Thus far, tv spot is 
being used in only New York and Chicago to 
supplement their network tv, radio and 
heavy print schedules. However, it is quite 
a le that more tv spot will be written 
n before long. Penny Simmons is the 
timebuyer. 





Edna Cathcart, timebuyer at J. M. 
Mathes, Inc., N. Y., handling Canada 
Dry and Ludens. 


PARSONS AMMONIA CO., INC. 
(Kiesewetter, Baker, Hagedorn & 
Smith, Inc., N. Y.) 


The company is using radio now but there 
is a strong possibility of tv spot for the fall. 
F. A. (Mike) Wurster, new media director 

at agency, is the timebuyer. 


PESCO CHEMICAL CO. 
(Liller, Neal & Battle, Atlanta) 


This is a new account at the agency. It is 
now running a test tv campaign in its home 
base of Atlanta on a wood preservation and 
termite control product. Further activities 
depend on outcome of this test. The 
company has plants in Tampa and 
Thomasville, N. C. Sarah Williams, media 
director, is the timebuyer. 


PHILIP MORRIS, INC. 
(Biow-Beirn-T oigo, Inc., N. Y.) 


The PM spot campaign will call for 

an expenditure of $1,030,000. It will start 
about July 1, mostly 20’s and ID's will be 
used and some 50 markets are listed. 
Approximately two-thirds of the placements 
will be nighttime. The schedules are slated 
to run for 52 weeks, possibly longer. 
Isabel Ziegler is the timebuyer. 


PROFESSIONAL LAUNDRY FOUN- 
DATION 


(Beigenbaum & Wermen Adv. Agency, 
Philadelphia) 


The Foundation has a schedule of 12 
announcements a week on WCAU-TV Phila- 
delphia and WRCA-TV New York for its 
membership of over 100 laundries in 
Connecticut, Delaware, New Jersey, New 
York and Pennsylvania. Jan Beneman 

J. Leonard Schorr supervise the account. 


RALSTON PURINA CO. 


(Guild, Bascom & Bonfigli, San Fran- 
cisco) 


The company has added Milwaukee to its 
list, giving it a total of 14 markets in which 
it is sponsoring the half-hour version of 
the one-hour film series, Bandstand Revue, 
ee wee by Paramount Television 

roduction. Robert E. LaChance is the 
timebuyer. 


RESOLUTE PAPER PRODUCTS 
CORP. 


(Ettinger Advertising Agency, N. Y.) 


The company, new in tv, is plugging its 
“Sure” Wax Paper and “Carol” Toilet Tissue 
with participations in Florence and live 
spots in Charleston, Columbia, S. C. and 
Greenville. The campaign will be over the 
end of July, future activity of the company 


(Continued on page 64) 




















NOW AVAILABLE 


Three-ring, leather 
binder for the 


Television Age 


SPOT REPORTS 





You will now be able to keep these 
important SPOT REPORTS in 
your own binder — at your elbow 
for quick reference. The SPOT 
REPORT is an important review 
and preview of spot activity that 
can mean business for you. Here 
are some comments on the SPOT 


REPORT: 


The SPOT REPORT is very informative. 
In capsule form, it keeps us up to date 
on tv spot activities. With time so lim- 
ited, it certainly is a welcome feature. 
ArtTuur PARDOLL 
Director of Broadcast Media 
Foote, Cone & BeLpinc 


Each month I look your SPOT RE- 
PORT over very carefully. 
Doucias H. Hum, Timebuyer 
Cuartes W. Hoyt Co., Inc. 


I read SPOT REPORT because it helps 
me get a picture of the trend in spot 
activity. 
Ann Janowicz, Timebuyer 
Ocitvy, Benson & Maruer, Inc. 


Keeping fully abreast of competitive 
development in spot TV is almost an 
impossible task. The constant change 
in trends, practices, standards, etc., af- 
fects the planning and strategy of all 
advertisers. It is a definite aid to have 
a regular source of current happenings 
in spot TV which TELEVISION AGE 
is now providing. 

Frank Minenan, Director of Media 

SuLiivan, STAUFFER, COLWELL 

& Bayes, Inc. 


The SPOT REPORT is a must with me. 
Reccie ScHEUBEL 
Reccre Scueuser, Inc. 


Television Age 
444 Madison Avenue, New York, N. Y. 


Please send me..... binders at $2.00 each. 
eee ee eitioea oe pew 
ee SS ce ewan 
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WHAT THE HECK’S 
JOE FLOYD DOING 
WITH FLORENCE? 


(South Dakota) 


He's putting a whole new market on the 
tv map . . . 78,000 single-station homes, 
massed in the great Aberdeen-Watertown- 
Huron triangle . . . reached only by the 
new, Joe Floyd-operated KDLO-TV (CHAN- 
NEL 3), a proud, powerful interconnected 
companion of KELO-TV, Sioux Falls. 


Coverage of South Dakota 
— Plus Minnesota and lowa 


JOE FLOYD, President 
NBC (TV) PRIMARY 
CBS, ABC, DUMONT 
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will depend on results of this tv spot 
promotion. Seth Diamond, media director, 
is the timebuyer. 


RINGLING BROS. AND BARNUM & 
BAILEY CIRCUS 


(Monroe Greenthal Co., Ine., N. Y.) 


For an idea of how the Ringling spot 
campaign works, here’s a rundown of the 
past month's scheduling: In Baltimore, on 
WBAL-TV it bought 13 ID’s. In 
Washington, on WRC-TV 5 one-minutes 
and 17 ID’s; WTOP, 4 one-minutes and 8 
ID's; WMAL- TV, 5 ID's. In Philadelphia 
it bought on WCAU-TV, 4 one-minutes and 
8 ID's; WFIL-TV, 5 one-minutes and 5 
ID's. In Scranton, on WGBI-TV, 6 one- 
minutes. In Lancaster, on WGAL-TV, 6 
one-minutes. The agency is now in the 
process of buying schedules in Kingston, 
New Haven, Worcester, Providence, 
Burlington to go through June 22. Then 
it moves into Canada. Harvey Schulman 

is the timebuyer. 


ROOTES MOTORS INC. 
(Anderson & Cairns, Inc., N. Y.) 


The American concessionaire for the British 
Hillman-Minx Car is a tv in-and-outer. 
The company doesn't follow a pattern in 
setting its tv schedules. It has recently been 
in Boston, New York, Miami, Norfolk, 

Los Angeles, San Francisco and Seattle and 
is expected to start some new tv spot 
activity in these markets soon. 

Victor Seydel, v. p. in charge of tv and 
radio, is the contact. 


SAN FRANCISCO BREWING CORP. 


(Batten, Barton, Durstine & Osborn, 
Inc., San Francisco) 


The maker of Burgermeister Beer has 
bought all the tv and radio rights to all 
1955 San Francisco 49ers and Los Angeles 
Rams professional football games. Final 
ers depends on co-sponsor. 

egotiations are still going on. Don Vance 
is the agency contact. 


SHIRTCRAFT CO., INC. 
(Friend, Reiss Advertising, N. Y.) 


The company is in the process of planning 
a fall tv spot campaign to promote their 
new fall and winter line of shirts and 
airman jackets. The plan is to buy 5, 10 or 
15 minute sports or news shows starting in 
September for 13 weeks. Shirtcraft prefers 
to buy the entire show where possible and 
also would like an established property. 
They will, however, if necessary, co-sponsor 
and, too, create a new show. Program 
times adjacent to football games are most 
desired. The agency is definitely going | to 
buy time in New York, Boston, Charlotte 
Chicago and San Francisco. Also, it expects 
to buy in no more than five other markets. 
Ed Ratner is the timebuyer. 


SOFT DRINK COUNCIL FOR BOT- 
yrovy OF CARBONATED BEVER- 
A 


Pendray & Co., a New York public relations 
outfit, is preparing an all-media report for 
the newly organized Council which should 
be ready by mid-September. Tv spot can 
be expected to get prominent mention in the 
report. However, no action will be taken at 
least until the spring of 1956. 

John Hoving is the contact at Pendray. 


SOUTHERN BELL TELEPHONE AND 
TELEGRAPH CO. 


(Tucker Wayne & Co., 


The states served by Southern Bell and 
handled by Tucker Wayne are: Alabama, 
Florida, Georgia, Kentucky, Louisiana, 
North Carolina, South Carolina and 
Tennessee. The Yellow Pages Division of the 
phone company uses a tv campaign of two 


Atlanta) 


Evelyn Lee Jones, chief timebuyer, 
Donahue & Coe, N. Y., planning for 
The Gorham Co. and buying for 
M-G-M. 


announcements weekly for 13 weeks 
poceneeng, the closing of the new directory 

each city in Southern Bell's eight-state 
territory. This campaign is placed over 
every station in all markets the company 
serves, a total of some 66 stations. Spot 
schedules are also bought on the “2- ) 
Numbering Campaigns,” “Open House 
Campaigns” and “Blue Book Campaigns,” 
Early evening time slots are bought for 
these campaigns. Anne A. Benton is the 
timebuyer. 


SOUTHERN DAIRIES, INC., DIVI- 
SION OF NATIONAL DAIRY PROD- 
UCTS CORP. 

(Tucker Wayne & Co., Atlanta) 


In some markets, the company ties in with 
minute announcements following National 
Dairies Big Top network show on Saturday, 
to identify the Sealtest product with 
Southern Dairies. In other markets, where 
special eee is needed, spot tv schedules 
are used. At present, Southern Dairies is 
running schedules in WMSL-TV Decatur, 
WINK-TV Ft. Myers and WTAR-TV 
Norfolk. Spots are slotted daytime (for the 
women) and nighttime (for new products). 
Anne A. Benton is the timebuyer. 


STANDARD BRANDS, INC. 
(Compton Advertising, Inc., N. Y.) 


For Tender Leaf Tea the company has just 
added some 30 markets, using minutes and 
20's in Class A time. It is now in 70 markets 
for an indefinite stay. Genevieve Schubert 
is the timebuyer. 


STOKELY-VAN CAMP, INC. 


(Kelso Norman Advertising, San Fran- 
cisco) 

The agency handles the food account in 

11 western states. It has just launched a 
tv spot campaign featuring Van Camp’s 
Pork and Beans in 14 markets in seven 
states. Beryl Theurer, media director, is the 
timebuyer. 


WARING PRODUCTS CORP., SUB- 
SIDIARY OF DYNAMICS CORP. OF 
AMERICA 


(Anderson & Cairns, Inc., N. Y.) 


The agency starts handling the account 
June 15. According to Lansing Moore, who 
is the account executive, tv spot is very 
definitely “in the cards.” For Waring 
products which include the Waring Blendor, 
Mixer and the Durabilt line of travel irons, 
Mr. Moore points out that the company 
wants to reach the upper income groups, 
especially in the suburbs, and will choose, 
therefore, select major markets. 


THE J. B. WILLIAMS CO. 
(J. Walter Thompson Co., N. Y.) 


For Skol, a sun tan lotion, the company 
started around the end of May a six week 
schedule of from 5 to 12 one-minute and 
20-second announcements per week in 
Boston, Chicago, Los Angeles, New York and 
Philadelphia. Gordon Dewart is the 
timebuyer. 
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Ft. Wayne (Contd from 43) 


In the Fort Wayne test pairs of com- 
peting products, a tv brand and a non- 
tv brand, were offered in comparison. 
Before tv, Pet milk started out 19 per 
cent behind Carnation in competitive 
brand preference. After tv, Pet was 71 
per cent ahead. The average tv brand 
started out on a par with its non-tv 
competition, but after television set- 
owners gave it nearly a two-to-one 
preference. 


All of these steps leading to pur- 
chase—from first awareness of the 
brand to the final preference that leads 
to buying—were speeded up by televi- 
sion. In not one instance did television 
fail to increase the acceptance of a 


brand. 


To test the preference created by 
television, the Fort Wayne surveyors 
used the group which had not bought 
tv sets as a control panel. Assuming 
these non-set owners were exposed to 
all of the other media except television 
it was possible to figure just how much 
impact television had in changing the 
acceptance of a brand. In every case 
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the change in opinion of a product 
among this group was very slight. 
Changes of only a few percentage 
points were noticed for the very prod- 
ucts which were increasing stature 
among set owners as much as 150 per 
cent. 

Television was found effective in 
selling durable goods and improving 
the reputation of a brand name, too. 

After television Armstrong came to 
mind 43 per cent more often as a maker 
of linoleum and was mentioned 44 per 
cent more often as “making the best.” 
Its leading non-tv competitor, Congo- 
leum, which had been paired with it, 
slipped badly in the post-tv survey. 

General Electric, a name which 
ranged high even before tv, came to 
mind one-third more often as a maker 
of washing machines after tv and was 
thought of 43 per cent more often as 
making “the best.” 


Gain in Awareness 


Firestone gained better than a third 
in public awareness as a leading tire 
and rubber company and jumped 71 
per cent as the “best maker” in peo- 
ple’s minds. At the same time Goodrich, 
without television, sagged. 

U. S. Steel nearly doubled in public 
awareness, more than doubled in pub- 
lic esteem as a quality producer. The 
television advertised brand is more 
often thought of as one which people 
would consider and buy. After getting 
tv, 17 per cent more housewives said 
they would “consider buying” GE re- 
frigerators and 38 per cent said they 
“most likely” would buy GE. 

Results on actual consumer buying 
were impressive. In all of Fort Wayne 
the number buying the typical televi- 
sion brand increased by almost one 
quarter. Among those who got sets the 
increase was one-third. For Camay, the 
number of buyers actually decreased 
among nonexposed women, but in- 
creased 48 per cent among those who 
got sets. Among set buyers Gleem cus- 
tomers increased 62 per cent; Maxwell 
House Instant Coffee, 88 per cent; 
Ajax, 47 per cent. 

Television brands usually increased 
at the expense of their non-tv com- 
petitors. Among those who got sets, 
Pet won 51 per cent more buyers while 
Carnation lost 14 per cent. Bab-O lost 
12 per cent, Ajax gained 47 per cent. 


The more they advertised on televi- 
sion the bigger was the increase. The 
seven most heavily advertised brands 
increased 48 per cent in purchases by 
set owners, while the eight least-adver- 
tised brands increased only 28 per 
cent. 

The market was expanded by televi- 
sion with more nonbuyers changing to 
buyers among the housewives who got 
sets. The conversion rate of nonbuyers 
to buyers was one-fourth higher among 
housewives who got sets than among 
those who remained unexposed. 

In the whole of Fort Wayne, includ- 
ing both set owners and nonset own- 
ers, tv brands increased their share of 
purchasers by 19 per cent in the typical 
field, while 
brands fell off 11 per cent. Among 


package - goods non -tv 
housewives who got sets the typical 
shift was even larger—up 27 per cent 
for television brands and down 17 per 
cent for non-tv competitors. 

The overall conclusion must be that 
television works extremely fast as com- 
pared with other media. Even house- 
wives who had owned sets only one or 
two months showed a marked increase 
in the purchase of television brands, 
compared with the non-exposed group. 
This imcrease was true also for brand- 
awareness, identification, attitude, 
brand preference and all other points 
surveyed. 


Continues To Pull 


And television continues to work. 
Those who had owned their sets longest 
(averaging a year or more) showed 
the highest buying levels for tv brands. 
They also showed the highest level of 
awareness, identification, opinion and 
preference. 

Not satisfied with the intensive in- 
vestigation of the average buyer in 
Fort Wayne, the probers interviewed 
every food and drug store manager in 
the city. These business men turned 
out to be veteran television fans. Half 
of them had owned sets before the 
local station went on the air. More than 
three out of four dealers had sets in 
their homes at the time of the second 
survey. 

They were quick to relate the televi- 
sion advertising to the sales they were 
making in their stores. Four dealers 
out of ten said that they began stock- 














ing new brands as a result of television 
advertising. They found that television- 
advertised merchandise sold better, and 
they began giving it more shelf space 
in their stores. They also used more of 
the special dealer displays furnished 
by the manufacturer. 

Dealers voted three-to-one for televi- 
sion over newspapers as being able to 
“move goods.” Over magazines, the 
vote was almost 10-1. When asked what 
advertising media they would recom- 
mend to national advertisers, 7-in-10 
dealers recommended tv; 3-in-10, 
newspapers, and one-in-10, magazines. 


Applicable Anywhere 


Any student of advertising can easily 
see that the findings in the Fort Wayne 
study reach far beyond the confines of 
a market in Indiana. Every new family 
who buys a tv set is a new “Fort Wayne 
household.” The measures of the per- 
formance in the Fort Wayne market 
seem equally applicable as a test of 
before- and after-tv in any market. The 
need of the advertisers and the agencies 
for a true test of advertising with and 
without television seems adequately 
answered. 

Summing up, the major findings 
might be listed as: 

1. After tv hits town, television be- 
comes the chief fountainhead of adver- 
tising impressions, the principal com- 
munication vehicle between the adver- 
tiser and the consumer. 

2. Tv firmly implants a brand’s mes- 
sage and identity in the consumer’s 
mind. 

3. Tv turns people into prospects. 

4. Tv turns prospects into customers. 

5. Tv puts the dealer on the prod- 
uct’s side. 

Another way to sum up the whole 
lesson of Fort Wayne is the story of 
Scotties Facial Tissues. 

Fort 


Wayne, the product was completely 


Before television came to 


overshadowed in the market by 
Kleenex. But the Scotties sales message 
especially prepared for television was 
so effective that the product became a 
stunning sales success. Four different 
measures were taken of this result: 

e Slogan indentification by tv set 
buyers. Before television, the slogan 
had the lowest identification of six 
tested. After three and one-half months 


Tower Sitter 


Just 75 hours and 34 minutes 
after he ascended, Jim Wilson, 
WAVE-tv-am Louisville, came 
down from his perch on top of 
the WAVE-TV relay tower. He had 
received his one-thousandth let- 





ter promising to cooperate in 
Louisville’s annual clean-up, 
paint-up, fix-up week. Wilson’s 
home for three days was a tent- 
enclosed platform built atop the 
tower. It held a cot, telephone, 
television and radio set. Each day 
he broadcast his regular three- 
hour hillbilly record show and 
was televised three times by 
WAVE-TV's long range lenses. His 
wife and four children appeared 
on a WAVE-TV cooking show where 
Mrs. Wilson gave “tower-widow” 
recipes. As a part of the promo- 
tion two contests were run. The 
contestant who guessed closest to 
the time Wilson would descend 
won a week’s vacation in Florida. 
The 500th letter entitled the writ- 
er to a Longines-Wittnauer watch. 
Both AP and UP wires carried 
stories and a two-minute film of 
the stunt was shown twice on 
NBC-TV’s Today. Clean-up and 
station officials termed the pro- 
motion a success. Yawning, Wil- 
son hurried home to catch up on 





his sleep. 
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of television the identification had 
climbed almost five times. 

e Brand reputation among set buy- 
ers. On the second survey Scotties had 
achieved a 56-per-cent increase in peak 
opinion. 

e Brand preference by set buyers. 
Before television, the brand was a 4 to 
1 second choice; after tv it led. 

e Brand purchase by set buyers. Buy- 
ers of Scotties more than doubled— 
from 15 per cent to 35 per cent—to 
make it the leading brand of facial 
tissues in the market. Kleenex went 
from 40 per cent to 32 per cent in the 
same group. 

The Scotties story was repeated in 
greater or lesser degree by every prod- 
uct tested—effective proof of the power 
of television to turn “Strangers into 
Customers.” 
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Cases (Cont'd from page 45) 


pealed or otherwise attacked and hence the 
Court is without jurisdiction to grant the 
relief sought by Klein. After argument the 
motion was denied on March 24, 1955, with- 
out prejudice to the right to again raise 
same when the case is argued on the merits. 
Appellant’s brief now due in July. 

12. City of New York Municipal Broad- 

casting System v. F.C.C. 

Appellant is here appealing from Com- 
mission denial of its application for author- 
ity to install a special make and model of 
standard broadcast transmitter and its peti- 
tion for waiver of Section 3.41 of the Rules 
and Regulations. Appellant is also appealing 
from an order of the Commission denying 
its petition for reconsideration and grant, or 
in the alternative, to designate for hearing 
or oral argument its above mentioned appli- 
cation and petition for waiver of Section 3.41. 
Oral argument is scheduled for April 13, 
1955. Court reversed F.C.C. and remanded 
case for hearing. 

13. McClatchy Broadcasting Co. v. F.C.C. 

This is an appeal from a Commission de- 
cision granting the application of Sacra- 
mento Telecasters, Inc. for a commercial 
television station in Sacramento, California 
and denying the application of McClatchy 
for the same facilities. The court has granted 
leave to the American Newspaper Publishers 
Association to file a brief amicus curiae. 
F.C.C. and intervenor’s briefs are presently 
due on April 7, 1955. Scheduled for argu- 
ment May 19. 

14. Jefferson Amusement Co., Inc. v. F.C.C. 

In this case appellant is appealing from a 
Commission order dismissing its application 
for construction permit for a new television 
station in Port Arthur, Texas and denying 
appellant’s petition to proceed to consider 
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its application. The Commission’s brief is 

due on April 5, 1955. Scheduled for argu- 

ment May 27. 

15. Federal Broadcasting System, Inc. v. 
F.C, 

This is an appeal from a Commission order 
denying appellant's petition for reconsidera- 
tion of denial of protest to a grant made to 
WBBF, Inc., Rochester, New York of re- 
newal of license. By an amended stipulation 
of March 24, 1955 the due dates of briefs 
are: appellants—April 19, 1955; appellee 
and intervenor—May 21, 1955 and reply brief 
by June 5, 1955. To be argued in last half 
of June. 

16. W. S. Butterfield Theatres, Inc. v. F.C.C. 

Appellant in this case is appealing from 
a Commission decision granting a construc- 
tion permit to WJR, The Goodwill Station, 
Flint, Michigan and from an order denying 
its petition for rehearing. On January 21, 
1955 the Commission filed a motion to dis- 
miss the appeal as premature. Oral argument 
on the motion was heard on February 24, 
1955 and on March 10, 1955 the Court denied 
the motion to dismiss and stayed the pro- 
ceedings in the court until the Commission 
had acted on petitions filed by the appellants 
which were pending before it. Petitions for 
rehearing were denied by Commission and 
new appeals taken. 


Second CP Appeal 


17. Trebit Corporation v. F.C.C. 

The facts in this case are precisely the 
same as in the previous case (Item 16). 

18. Columbia Empire Telecasters, Inc. v. 
F.C.C. 

This is an appeal from a Commission 
granting the application of Oregon Tele- 
vision, Inc., Portland, Oregon, for a con- 
struction permit to operate on Channel 12 
and denying application of appellant for 
the same facilities, and also from an order 
denying appellant’s petition for rehearing 
and reconsideration. Pursuant to prehearing 
stipulation, appellant’s brief was filed on 
March 25, 1955 and the F.C.C. brief is due 
April 22, 1955. To be argued in June. 

19. Van Curler Broadcasting Corp. v. U. S. 
& FCC. 

This is an appeal from an order granting 
the application for transfer of Hudson Valley 
Broadcasting Co. to Lowell Thomas, et al. 
and from a Memorandum Opinion acting on 
Van Curler’s Petition Protesting Grant and 
For Reconsideration Thereof. Appellant’s 
brief was filed on March 22, 1955 and the 
Commission’s brief is due April 17, 1955. 
Scheduled for argument May 20. 

20. Channel 16 of R. I., Inc. v. F.C.C. 

This is an appeal from a decision and 
order making a grant of a construction per- 
mit and STA to Cherry & Webb Broadcast- 
ing Co., Providence, R. I. effective immedi- 
ately. Appellant is also appealing the actions 
which granted the construction permit and 
STA. The Commission’s brief was filed 
March 23, 1955 and a reply brief was filed 
March 28, 1955. Oral argument is scheduled 
for April 4, 1955. Decision imminent. 


21. Elm City Bdcstg. Corp. v. U.S. & F.C.C. 
Elm City Broadcasting Corp. is seeking 
review of a Commission order denying it 
intervention in a comparative hearing be- 
tween Key Broadcasting System, Inc., Bay 
Shore, New York, and the WAVZ Broadcast- 
ing Corp., New Haven, Connecticut. At a 
prehearing conference held March 10, 1955 
it was decided that appellee and intervenors 
would on or before April 6, 1955 move to 
dismiss the appeal as premature. Held in 
abeyance pending completion of hearing be- 
fore Commission. 
22. Pinellas Broadcasting Company v. F.C.C. 
This is an appeal from an order denying 
Pinellas’ application for construction permit 
on Channel 8, St. Petersburg, Fla. and 
granting the application of The Tribune Co., 
Tampa, Fla. and from an order denying its 
Petition for Rehearing. Appellant’s brief is 
due April 1, 1955. Briefs for the F.C.C. and 
intervenor are due April 25, 1955. To be 
argued in June. 
23. Southside Virginia Tel. Corp. v. F.C.C. 
Appellant is appealing from an order 
denying its application for a construction 
permit at Petersburg, Virginia and granting 
the application of Petersburg Television 
Corp., and from an order denying appellant’s 
petition for rehearing, reconsideration and 
reargument. The record was filed February 
18, 1955. Appellant’s typewritten brief is due 
April 18, 1955; F.C.C. and intervenor’s briefs 
due May 23, 1955. 
24. The Enterprise Company v. F.C.C. 
This is an appeal from an order denying 
appellant’s application for construction per- 
mit at Beaumont, Texas, and granting the 
application of Beaumont Broadcasting Corp., 
and from an order released January 28, 
1955 denying appellant’s petition for recon- 
sideration and rehearing. Under prehearing 
order appellant’s brief is due to be filed in 
typewritten form on May 15, 1955; F.C.C. 
brief is due July 2, 1955. 
25, Tampa Times Co. v. F.C.C., No. 12588 
Orange Television Bdcstg. Co. v. F.C.C. 
These cases are appeals from a decision 
denying the applications of appellants and 
granting the application of Tampa Television 
Co. for a construction permit for a station 
at Tampa-St. Petersburg, Fla. Appeal is also 
from a decision denying appellants’ petitions 
for rehearing. The cases have been consoli- 
dated for purposes of record, briefs and 
argument. A prehearing conference is sched- 
uled for April 7, 1955. 


NEW CASES 


26. WJIV-TV, Inc. v. F.C.C. 

This is an appeal from a decision of Feb- 
ruary 3, 1955 granting a construction per- 
mit to WSAV, Incorporated, Savannah, Geor- 
gia, and denying the application of WJIV 
for the same facilities. The record was to be 
filed by April 4, 1955. 

27. McClatchy Broadcasting Co. v. F.C.C. 

This is an appeal from an order denying 
a petition to stay the effective date of grant 
of modification of CP to Sacramento Tele- 
casters, Inc. 











FCC (Cont'd from page 45) 


to grant a hearing on the uhf protests. 

The Spartanburg case was appealed 
to the court under a 1952 amendment 
of the Communications Act which is 
generally known as the “protest rule.” 


The Commission has recently recom- 
mended that this amendment be ma- 
terially altered, contending that it is 
being used by existing stations to de- 
lay competition. As now written, the 
amendment enables a “party in in- 
terest” to protest issuance of a grant 
without hearing. The Commission is 
allowed 30 days to deny the protest or 
grant a hearing. The court has refused 
to interpret the language of the pro- 
test rule as narrowly as did the Com- 
mission in trying to limit the use of 
the provision. 

In another case brought under this 
rule the Court of Appeals reversed a 
Commission order approving the trans- 
fer of a construction permit for a radio 
station in Camden, Ark. As a result, a 
hearing has been granted to the pro- 
testing party and the station ordered to 
cease operations. 

The third reversal suffered by the 
FCC was an authorization to a radio 
station in Albuquerque, N. M., to move 
its frequency and increase its power. 
Protest was made by a Denver station 
that its coverage would be affected. 
In this case also, the Commission is 
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required by the court to grant the 
protesting party a hearing. 

Mergers of applications to avoid 
hearings on television applications 
have provided the basis for consider- 
able court action. Of particular inter- 
est to lawyers is an appeal by uhf 
station WNET in Providence, R. I., of 
a grant to Cherry & Webb Broadcast- 
ing Co. for a vhf station (WPRO-Tv) 
in the same city. This case, involving 
questions of “payoffs” for withdrawal 
of competing applications, allegations 
of “premature” construction and FCC 
hearing procedures, is awaiting deci- 
sion by the Court of Appeals. 

Also attracting considerable atten- 
tion is the appeal by the McClatchy 
Broadcasting Co. of the Commission’s 
grant to the application of KBET-TV in 
Calif. The American 
Newspaper Publishers Assn. has joined 
McClatchy in this case in charging 
the Commission with discrimination 
against newspapers in favoring KBET- 
Tv over McClatchy. The case is before 
the Court of Appeals. 


Sacramento, 


Diversification Issue 


FCC policy to diversify the media 
is also an 
issue in television authorizations. The 
Tampa (Fla.) Times and the Orange 
Television Broadcasting Co. have chal- 
lenged the Commission’s decision pre- 
ferring the application of Tampa Tele- 
vision Co. (WTVT) in the contest for 
channel 13. 


The degree of diversification is an 


of mass communications 


issue in the appeal of the Commission’s 
decision favoring the Tampa Tribune 
(WFLA-TV) in the contest for channel 
8 in St. Petersburg, Fla., and denying 
the application of Pinellas Broadcast- 
ing Co. which publishes the St. Peters- 
burg Times. 

Commission policy regarding own- 
ership of tv stations by theatre oper- 
ators is involved in twin appeals of the 
W. S. Butterfield Theatres, Inc., and 
the Trebit Corp. against an authoriza- 
tion to WJRT in the contest for channel 
12 in Flint, Mich. 

An incidental issue in an appeal 
of a tv grant to the Ohio Valley Broad- 
casting Corp. (WBLK-TV) in Clarks- 
burg, W. Va., involves the operation 
of community antennas which bring 
into Clarksburg programs from a sta- 
tion in Wheeling, partly owned by Ohio 


Valley. Clarksburg Publishing Co., 
whose newspapers compete with news- 
papers owned by Ohio Valley in other 
towns, contends the community an- 
tennas create an “overlap” question 
and hence a violation of FCC duopoly 
rules. 

An unusual question is involved in 
an appeal of the Commission’s ap- 
proval of the purchase of a radio and 
tv station (WROW-tv-am) in Albany, 
N. Y., by a group headed by CBS 
commentator Lowell Thomas. The ap- 
pellant, Van Curler Broadcasting Co., 
WTRI, 
charges that the transfer is in violation 


former owner of tv station 
of FCC rules regarding ownership of 
stations by network employees. It also 
contends that the sale raises anti-trust 
issues. Van Curler had the CBS affili- 
ation before the transfer was approved. 
It has since left the air. 

Few of these cases are likely to be 
taken to the Supreme Court. The de- 
cisions of the Court of Appeals seldom 
present questions of interest to the 
highest tribunal. Only one case, the 
so-called Easton-Allentown appeal, in 
volving the authority of the FCC to 
determine whether a radio station is 
more needed in one community than 
another, has been argued before the 
top court. Review has been requested 
of only one other decision—the Storer 
case. 

The boom in court cases has built 

(Continued on page 94) 
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WESTERN MARSHAL 


new two-fisted TV Western Series 


KO’s the competition in its Premiere Showing 


The very first telecast of STEVE DONOVAN, WESTERN MARSHAL 
in Seattle-Tacoma drew a smashing 18.8 rating versus the 
competition of “Where Were You” (17.0), “I Led Three Lives” (11.0), 
and “Beulah” (2.8), in the 7:00-7:30 PM time period.* 

And this is just the first round. 

STEVE DONOVAN, WESTERN MARSHAL is the brand-new .. . all-new .. . 
two-fisted Western. Each of the 39 half-hour episodes is packed full of action 
entertainment. Filmed under the supervision of veteran Western TV producer 
Jack Chertok, this series offers top quality production for 
viewers and advertisers alike. 


STEVE DONOVAN, WESTERN MARSHAL delivers double-action impact — 





not only on television but also at the point of sale. Sponsorship makes available 
to you an unprecedented barrage of merchandising material, 
personal endorsements, premiums. 

Westerns rack up an average 30.0 Nielsen rating — 24% higher than the 
ranking average of all evening programs.** And Pulse ratings list six 
out of the top ten syndicated shows as Westerns.*** 

Now here is STEVE DONOVAN, WESTERN MARSHAL to beat them all. 
Excitement and action to capture your audience; powerful merchandising to sell 
your product — all wrapped up in a single potent NBC FILM DIVISION package. 

Get STEVE DONOVAN, WESTERN MARSHAL on your side in the battle for sales 
in your markets. Don’t delay — your market may be snapped up soon. 

Write, wire or phone now. 


*ARB, April, 1955 **Nielsen, 2nd Report—February, 1955 ***Pulse— February, 1955 Multimarket 


NBC FILM DIVISION 


serving all sponsors 
serving all stations 
30 Rockefeller Plaza, New York 20, N. Y. 
Merchandise Mart, Chicago, Ill. * Sunset & Vine Sts., Hollywood, Calif. 
In Canada: RCA Victor, 225 Mutual Street, Toronto; 1551 Bishop Street, Montreal 
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The plans board retires into closed 
session « works up a preliminary 
program that runs into six figures - 
your medium is mentioned - 
a big contract hangs in the 
balance - the media director 
reaches for Standard Rate - 


and if you have a Service-Ad near your listing... 


For the full story on the values 1,161 media get from their 
Service-Ads, see Standard Rate’s own Service-Ad in the 
front of any edition of SRDS; or call a Standard Rate 
Service-Salesman. 

N. Y. C.— Murray Hill 9-6620 + CHI.—Hollycourt 5-2400 + L. A.— Dunkirk 2-8576 


Note: Six years of continuous research among advertisers and agen- 
cies has taught us that one of the most important uses of Service-Ads 
comes at those times when conference room doors are locked, chal- 
lenges and suggestions come thick and fast, and somebody has to 
comc up with answers — fast. 























Banks (Cont'd from page 55) 

5. What is the re-run value of the 
property? The bank considers 
this important, although it feels 
producers should make their “cost 
of negative” in one run. 

6. A complete statement of the bor- 
rower’s financial responsibility. 

The don’ts which Chemical lists for 

borrowers include: 


1. Don’t overprice the property. 

2. Don’t pad the budget. 

3. Don’t change or alter the deal, 
unless it’s for the better, after ini- 
tial discussion with the bank. 
(Don’t sell them Audrey Hepburn 
as your star and then come up 
with May Beeswax.) 

4. Don’t come in with the kind of 
series that can’t find time on net- 
work or major markets. 

Finally, Chemical advises, it’s far 
better for a producer to spend his own 
money, or borrow “or beg” from 
others, in order to make three films 
which he can try to sell to a national 
sponsor, than to try to make 26 epi- 
sodes for a syndication series. 


Bank of America National Trust 
& Savings Association, Los An- 


geles (Total resources as reported 

on April 20, 1955: $°,163,000,000 ) 

The nation’s biggest bank, a long- 
time, heavy participant in movie-film 
financing, is getting to be quite active 
in tv lending. Its motion picture loan 
department handles television financ- 
ing under the supervision of vice pres- 
ident T. C. Beane. 

The Bank of America will not fi- 
nance a loan unless the “borrower has 
considerable strength of his own or 
has strong backing.” Further, the bank 
believes “it is only practic! to come 
to the bank when the venture is far 
enough along for the bank, to be able 
to judge its value.” 

The firm will lend production money 
if there are: a) contracts with a net- 
work or national sponsor, or, b) syn- 
dication guarantees. The bank will lend 
as much as 100 per cent if it is satisfied 
with the borrower and his contracts 
and if cash returns start with sales of 
the first few shows. 

The interest charge of the Bank of 
America is usually 6 per cent. The firm 
will consider a lower rate if the bor- 


rower is in very strong financial condi- 
tion and/or has a strong deposit 
record with the bank and a large cur- 
rent balance. The bank usually tries 
to hold the loan period to one year or 
less, but it can be arranged for a 
longer time. The total the producer 
puts up himself and the amount of 
completion money required again de- 
pends “on the strength of the pro- 
ducer and his package.” 


Walter E. Heller & Co., Chicago & 

New York 

The company, active in many phases 
of factoring, does an annual business 
of $700 million. Between movies and 
tv, they keep in daily employment 
some $6 million. 

Walter E. Heller handles most of 
the tv 
interest charges vary with each deal. 


transactions. The company’s 


It is never, however, less than 6 per 
cent plus a 10 per cent bonus. Some- 
times an interest in profits will be sub- 
stituted for the bonus. The most the 
firm advances is 60 per cent of the capi- 
tal needed. Heller & Co., like all banks, 
puts up only “first money.” But it does 
go into ventures together with banks 
where it arranges to split the first 
money with the bank according to the 
amount each loaned. 

Mr. Heller’s advice to any prospec- 
tive borrower is first to go to a reput- 
able distributor with the property be- 
fore coming to his firm. “Without a 
distributor in the picture, who be- 
lieves it will sell and is willing to back 
up his faith with cash or deferment of 
his fees and his guarantee as well, we 
won't go ahead,” the company’s chief 
executive points out. 


But, Mr. Heller states frankly that 
his door is open to all borrowers, A 
man came to him recently with no 
more than an outstanding musical per- 
sonality under contract and a work- 
able production idea. The company 
sent him to a distributor it knew who 
had been with 
shows and as a result everyone has 


successful musical 
since been profiting. 

When Mr. Heller makes a deal to 
finance a series of 13 films, there is 
always a loophole in the agreement 
which allows the factor to get out if, 
after the first batch of three or four 
are produced, “the distributor takes a 
look at them and loses his enthusiasm.” 


“Our experience in tv has been very 
good,” Mr. Heller says. Not long ago 
the company entered into an agree- 
ment with a_producing-distributing 
firm to finance 13 films in a series. As 
usual, Heller contracted to lend the 
firm only enough to make the three 
episodes which both parties agreed 
ought to be enough to sell the series 
to a national sponsor. The company 
made a national sale after the first film. 
A few months later the same company 
repeated the same one-film sales story. 

Mr. Heller feels very strongly that 
a firm like his performs a service in 
addition to supplying money, espe- 
cially to a producer. It looks into and 
guards every aspect of the producer's 
business. (Once a producer with the 
film-story rights to a world-famous de- 
tective character came to Heller for a 
loan. The producer dropped the ven- 
ture when Heller’s lawyers uncovered 
clauses in the contracts that called for 
increasing royalties to the author’s 
heirs to such an extent that nobody 
in the setup could make money except 
the heirs.) Mr. Heller protects his firm 
by protecting the borrower. 


A.J. Armstrong Co.,Inc., New 

York 

Established as a factoring company 
in 1913, Armstrong does a yearly vol- 
ume in both domestic and foreign 
financing of $120 million. The com- 
pany only recently came into television 
financing, but already has participated 
in almost a dozen transactions. Nego- 
tiations are handled by a three-man 
team: Marvin Hirsch, an attorney, 
managing executive of the television 
financing department; Bernard Green- 
span, vice president, and Alan Schultz, 
assistant. 

The company points out that it is 
not in competition with banks. “If a 
bank can help you, go to a bank,” is 
Armstrong’s advice to borrowers. Arm- 
strong’s financing is supplemental to 
that of a bank. A factor, not under 
government regulation, usually gives 
a longer repayment time and often 
will lend a greater amount of money 
than a bank. 

Rates for 
around 12 per cent but often are 
higher. The rate of interest, the firm 


loans Tun somew here 


states, is always a matter of negotia- 
tion. The company spelled out fer 
(Continued on page 86) 
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sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


Here is a new series of 90, 20 and 10-second commercials for Drewrys Beer. Subtle 
selling is the continuity keynote as a slim, trim trio — that really looks the part — 
sings of the product’s brewing process . . . the process that produces the brew of fine, 
full flavor and rare enjoyment, but without even a trace of that “full feeling.” A 
singing, dancing series that makes friends for Drewrys. Created by SARRA for 
Drewrys Limited U. S. A., Inc. through MacFarland, Aveyard & Company. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Camera magic in a simultaneous combination of live action and animation gives 
striking emphasis to the sales features of the new °55 Dodge in this new commercial. 
Headlights, cowl, full vision windshield flash successively into view until the entire car 
is “materialized,” seemingly at the announcer’s command. Combined camera tech- 
niques skillfully and dramatically present these features, and the convincing voice-over 
sales message by Rex Marshall completes the sell. Produced by SARRA for the Dodge 
Division, Chrysler Corporation through Grant Advertising, Inc. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Cartoon animation, live action and mechanical animation are smoothly combined in 
a new series for Fineline Pencils. The special lead and eraser features of the pencil 
“with the white pearl center” are simply explained in an easy appeal to make viewers 
buyers. Produced by SARRA for the W. A. Sheafter Pen Company through Russel 
M. Seeds Co., Inc. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


The proof of a TV commercial is not how the master print looks in the projection 
room, but how it gets across on home screens. To make sure of brilliant home reception 
from every print made of its TV productions, SARRA has its own especially equipped 
and staffed laboratory for processing TV film. Here SARRA’s VIDE-O-RIGINAL 
prints are custom-made. These duplicates faithfully reproduce the sparkle and clarity 
which twenty years of experience in advertising production put into the original film. 
Thus the advertiser is assured that every time, on every screen, his commercial will 
giv i rformance. 
ii SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Film Sales 


Now that Warners, Paramount and 
Twentieth Century are jumping into 
the television film producing pool, the 
colossal question current in television 


“Will the 


motion picture companies next leap 


film syndication circles is: 


into television distribution?” 

Those who feel the Hollywood film 
studios will do exactly that base their 
belief on cool, clear economic logic: 
The major film companies already 
have offices and salesmen in almost all 
of the important tv markets. All they’ve 
got to do to make themselves a ready- 
made ty distribution setup is to get 
their salesmen bigger carrying cases 
hold both theatrical and 


television reels. 


which can 


On the no-they-won’t side are those 
who point out the deterring fact is the 
more-apparent every-day realization 
that a tv salesman is a custom-made 
creation and not just a “reel carrier.” 

In most cases, before a tv film seller 
client. And consequently he’s got to 
to sell the station, the agency and the 
cient. And consequently he’s got to 
understand and accomodate diverse 
problems—and in triplicate. Then, in 
addition to being a salesman, he’s got 
to be able to act as programmer, mer- 
chandiser and promotion man. 

The motion picture salesman is not 
accustomed to this vertical coverage. 
(His is more horizontal—sitting down 
office and chewing the 


There are, 


in the manager’s 
fat.) 
ex-movie salesmen who have become 
top tv film sellers, but these are men 
who have been able to make the tran- 
sition from what one midwest station 
manager described as 


of course, several 


“the passive- 
motion picture way to the television- 
active approach.” 

In general, the feeling of the more 
substantial distributors is that while 
the major motion picture studios can 
make films for tv, selling them is quite 
another matter. 





Syndicated Films 


AWARD TELEVISION CORP. 
The Jimmy Demaret Show 


KGNC-TV Amarillo, Emmet Davis Buick 
Co.; WBNS-TV Columbus, O., Roger Dean 
Ford Dealers, Hill Tailoring Co., Capital City 
Awning Co.; WHO-TV Des Moines, Hamm 
Brewery; KFSA-TV Ft. Smith, Ark.; O. K. 
Transfer Co.; WMTV Madison, *Wisc., Mayer 
Ice Co. & Sinaiko Wine Corp.; WTMJ-TV 
Milwaukee, Climatrol Aircond. Co.; KOIN- 
TV Portland, Ore., Pontiac Dealer; WGEM- 
TV Quincy, II., MRS. average Co. (Distr. 
Bushlager Beer); WTV Rockford, IIL, 
Fisher Office Equip. & > Jewelry Co. 


CBS-TELEVISION FILM SALES, INC. 
Amos ’n’ Andy 

KRBC-TV Abilene, R & R Electronics; Ral 
TV Detroit, Food Fair, (Renewal); WICU- 
TV Erie; Quality Bakers of America (Firch 
Baking Co.), (Renewal); KVAL-TV Eugene, 
Brown & Haley & Sustaining, (Renewal); 
KGBT Harlingen; WJHP-TV Jacksonville; 
KCMO-TV Kansas City; WTAP-TV Parkers- 
burg, W. Va.; WSYR-TV Syracuse, Blue Boy 
Dairy Co., (Renewal); KLTV Tyler, Texas, 
(Renewal). 

Gene Autry 

WMT-TV Cedar Rapids, Quality Bakers of 
America (Trausch Baking Co. & Sanitary 
Farm Dairy); WBBM-TV Chicago; WEHT 
Evansville; KJFZ-TV Fort Worth; Johnson 
City, Quality Bakers of America (Hecht’s 
Bakery), (Renewal); ING-TV Seattle, 


(Renewal); KXJB-TV Valley City, N. Dak., 

= Bakers of America (Regan Bros. 
Co.); WIN-T Waterloo, Ind., (Renewal). 

Crown Theatre 

WJBK-TV Detroit 

The Cases of Eddie Drake 

WSLI-TV Jackson, Miss., (Renewal). 
Holiday in Paris 

WFMY-TV Greensboro, N. C. 

The Files of Jeffrey Jones 

WSLI-TV Jackson, Miss., (Renewal). 


Newsfilm 

WDEF-TV Chattanooga; KRNT Des Moines; 
WHBF-TV Rock Island; KSL-TV Salt Lake 
City. 

Annie Oakley 

WBRC-TV Birmingham; WEHT Evansville; 
KARK-TV Little Rock, Coleman Dairies, 
(Renewal); WCSH-TV Portland, Me., Can- 
ada Dry, (Renewal). 

Carnation Co. sponsoring in following mar- 
kets: WBEN-TV Buffalo, WLW-T Cincin- 
nati, WOC-TV Davenport, WIN-T Ft. Wayne, 
KSTP-TV Minneapolis-St. Paul, WTAR-TV 
Norfolk, WOW-TV Omaha, WCAU-TV Phil- 
adelphia, KENS-TV San Antonio (fresh milk 
& ice cream div.), KVTV Sioux City, WTHI- 
TV Terre Haute, WSPD-TV Toledo, WIBW- 
TV Topeka. 


The Range Rider 
KERO-TV Bakersfield, Weatherbys_ Furn. 


Store; WABI-TV Bangor, Nissen Baking, 
(Renewal); WBZ-TV_ Boston, Table Talk, 
(Renewal) ; KVDO-TV Corpus. Christi, 


Hygeia Dairy; WEHT Evansville; KNXT Los 
Angeles; WLVA-TV  Lynchburg-Roanoke, 
Jones Sausage Co.; KDKA-TV Pittsburgh; 
KCCC-TV Sacramento; WRGB-TV Schen- 
ectady, Saratoga Quevic Spring Corp. 

The Whistler 


KFDA-TV Amarillo; KLRJ-TV Las Vegas, 
Los Angeles Soap Co. & Sustaining; WSM-TV 
Nashville, American Ace Coffee Co. & Hester 


Battery Co.; KCCC-TV Sacramento; KTVT 


Salt Lake City, (Renewal). 


GENERAL TELERADIO, INC. 
Exclusive—By Fulton Lewis, Jr. 


WBAP-TV Fort Worth; WALA-TV Mobile; 
WSUN-TV St. Petersburg. 


30 Feature Films 


WUSN-TV Charleston, S. C.; WSJV-TV Elk- 
hart; KWTV Oklahoma City; KRGV-TV 
Weslaco, Texas. 


INTERNATIONAL NEWS SERVICE 
Telenews Daily 

WTVH-TV Peoria, Ill. 

Telenews Weekly 

KSBW-TV Salinas, Calif., Culligan Dealers. 
This Week in Sports 

General Tire & Rubber Co. sponsoring in fol- 





Official’s My Hero 


lowing markets: KFDM-TV Beaumont, 
WGN-TV Chicago, WXEL Cleveland, WRBL- 
TV Columbus, Ga., HIO-TV Dayton, 
KROD-TV El Paso, KIEM-TV Eureka, 
WGVL Greenville, KVAR Phoenix, WENS 
Pittsburgh, WNAO-TV Raleigh, KSWS-TV 
Roswell, KENS-TV San Antonio, WRGB 
Schenectady, WTVT Tampa 


INTERSTATE TELEVISION CORP. 


The Ethel Barrymore Theater 
WAFB-TV Baton Rouge; WFBC-TV Green- 
ville, S. C.; KATV Pine Bluff 

Little Rascal Comedies 

KOB-TV Albuquerque, N. M.; WKRC-TV 
Cincinnati; WNCT Greenville, S. C.; KCBD- 
TV Lubbock, Texas; WSFA-TV Montgomery, 
Ala.; WEEK-TV Peoria, Ill; KDKA-TV 


Pittsburgh; WHUM-TV Reading; WTVR 
Richmond, Va.; WNDU-TV South Bend; 
WTRF-TV Wheeling; WBRE-TV Wilkes- 


Barre. 


NBC FILM DIVISION 
Badge 714A 
KLFY-TV_ Lafayette, 
Orleans, Regal Beer; 
Badge 714 B 


KTEN-TV Ada, Okla.; 
N. . Ford Dealers; 


La.; WDSU-TV New 
WNOW-TV York, Pa 


WBTV Charlotte, 
WXEL, Cleveland; 
KFXJ-TV Grand Junction, Colo.; WARD-TV 
Johnstown, Pa., Sherer Oil Co.; WTAR-TV 
Norfolk, Ford Dealers; WFMJ-TV Youngs- 
town, O. 

Badge 714 C 
KFXJ-TV Grand Junction, Colo 
Captured . 
KTEN-TV Ada, Okla.; 
WFIE-TV Evansville, Ind.; 
Dangerous Assignment 
KMBC-TV Kansas City, Mo.; KENS-TV San 
Antonio; KGO-TV San Francisco 
The Falcon 
WNEM-TV Bay City, Mich; KLFY-TV 
Lafayette, La.; Lake Chas., La., Coastal De- 
velopment Co., Inc. 

Hopalong Cassidy—Half Hour A 
Cleveland, Dairymen’s Assoc.; WBAY-TV 
Green Bay, Wisc.; WWLP Springfield-Holy- 
oke, Mass. 


Hopalong Cassidy—Half Hour B 


KOA-TV Denver; 
KOTV Tulsa. 


KGNC-TV Amarillo; Chicago, Hawthorne 
Melody Farms; Cleveland, Dairymen's 
Assoc.; WBAY-TV Green Bay, Wisc.; Mil- 
waukee, Hawthorne Melody Farms; WWLP 
Springfield-Holyoke, Mass. 

Inner Sanctum 

WNEM-TV Bay City, Mich.; WIRI Platts- 


burg, N. Y., Elwyn Refrig. & Captol TV; 
KOTV Tulsa. 

Life of Riley A 

KTTV Los Angeles; KOIN-TV Portland, 
Ore., Portland General Electric; KING-TV 
Seattle-Tacoma, Wash. 

Life of Riley B 

KFBC-TV Cheyenne, Wyo., Pacific Fruit; 
KTVH Hutchinson, Kans.; KING-TV Se- 
attle-Tacoma, Wash.; KSTP-TV St. Paul- 


Minneapolis. 
(Continued on page 78) 
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Film Sales (Cont'd from 75) 


Life of Riley C 

KOOK-TV Billings, Mont. 

Life of Riley D 

KTTV Los Angeles; KOIN-TV Portland, 
Ore., Portland General Electric; KING-TV 
Seattle-Tacoma, Wash.; KSTP-TV St. Paul- 
Minneapolis. 

Steve Donovan, Western Marshal 
KLFY-TV Lafayette, La. : 

Brock Candy sponsoring in following mar- 
kets: Atlanta, Birmingham, Chattanooga, 
Greenville, S. C., Jacksonville, Knoxville, 
Tenn., Nashville, KVAR Phoenix. 

Victory at Sea 

WJBK-TV Detroit; KSWO-TV Lawton, 


Okla., WDSU-TY New Orleans. 


OFFICIAL FILMS, INC. 


Colonel March of Scotland Yard 


WALB-TV Albany, Ga.; WSB-TV Atlanta; 
WCOS-TV Columbia; WTVD Durham; 
WGVL_ Greenville; WDXI-TV Jackson; 
KMBC-TV Kansas City; WLVA-TV Lynch- 
burg; WNEX-TV Macon; WLAC-TV Nash- 
ville; WKNB-TV New Britain; KMTV 
Omaha; KPHO-TV Phoenix; WIRI Platts- 
burg; WJAR-TV Providence; KOVR Stock- 
ton; KIMA-TV Yakima. 


Dateline Europe and 
Overseas Adventure 
KOAT-TV Albuquerque; KIDO-TV Boise; 


Something missing from your film processing picture? At Precision we’ve learned 


over the years that selective printing for every scene plays a vital role in a perfect print — | 
and that only expert human judgment can be depended on to select that timing value. 


Leaders in the film industry—directors, producers, cameramen—have learned that Precision 


alone offers such fully rounded experience and skill in film processing. 


In everything there is one best...in film processing, it’s Precision. 








A division of J. A. Maurer, Inc. 





Sion Gems’ Ford Theatre 






WCHS-TV Charleston; KDAL-TV Duluth; 
WBAP-TV Forth Worth; KGUL-TV Galves- 
ton; KTLA Hollywood, Cal.; KMBC-TV Kan- 
sas City; KTVK Phoenix; WJAR-TV Provi- 
dence; KREM-TV Spokane; WSJS-TV Win- 
ston Salem; KIMA-TV Yakima. 


My Hero 


WALB-TV Albany; WBRC-TV Birmingham; 
WNAC-TV_ Boston; WMVT_ Burlington; 
KKTV Colorado Springs; KOMU-TV Colum- 
bia, Mo.; WCOS-TV Columbia, S. C.; WBNS- 
TV Columbus; WRBL-TV Columbus, Ga.; 
WTVD Durham; KVAL-TV Eugene; WDAY- 
TV Fargo; KFJZ-TV Fort Worth; KGUL-TV 
Galveston; KFXJ-TV Grand Junction; 
WGVL Greenville; KTVH Hutchinson; KID- 
TV Idaho Falls; WDXI-TV Jackson; WATE- 
TV Knoxville; WTAR-TV Norfolk; WLVA- 
TV Lynchburg; WEEK-TV Peoria; WGAN- 
TV Portland; WJAR-TV Providence; KFSD- 
TV San Diego; WARM-TV Scranton; WTHI- 
TV Terre Haute; KIVA Yuma. 


This is Your Music 


WALB-TV Albany, Ga.; KOB-TV Albuquer- 
que; KIDO-TV Boise; WNAC-TV Boston; 
KTSM-TV El Paso; KFJZ-TV Fort Worth; 
WINK-TV Ft. Myers; KFXJ-TV Grand 
Junction; WGVL Greenville; KLRJ-TV Las 
Vegas or KLAS-TV; KDUB-TV Lubbock, 
Tex.; WTCN-TV Minneapolis; WSIX-TV 
Nashville; KWTV Oklahoma City; KPHO- 
TV Phoenix; WGBI-TV Scranton. 

Secret File, USA 

WALB-TV Albany, Ga.; KOAT-TV Albu- 
querque; KFDA-TV Amarillo; WSB-TV At- 
lanta; KOMU-TV Columbia, Mo.; WCOS-TV 
Columbia, S. C.; KVDO-TV Corpus Christi; 
WXYZ-TV Detroit; WGVL_ Greenville; 
WDXI-TV Jackson; KMBC-TV_ Kansas; 
KCBD-TV Lubbock, Tex.; WLVA-TV Lynch- 
burg; WNEX-TV Macon; KBES-TV Medford; 
KMTV Omaha; KDKA-TV Pittsburgh; 
WJAR-TV Providence; KSWS-TV Roswell, 
N. M.; WOAI-TV San Antonio; KHQ-TV 
Spokane; KIMA-TV Yakima. 


The Star and the Story 


WALB-TV Albany, Ga.; KGGM-TV Albu- 
querque; WSB-TV Atlanta; KFIF Anchor- 
age; KTBC-TV Austin; KIDO-TV Boise; 
KXLF-TV Butte; WCHS-TV Charleston; 
KRDO-TV Colorado Springs; KOMU-TV 
Columbia, Mo.; KRLD-TV Dallas; KDAL-TV 
Duluth; KTSM-TV El Paso; KVAL-TV Eu- 
gene; WDAY-TV Fargo; WINK-TV Ft. 
Myers; WBAY-TV Green Bay; WGVL Green- 
ville; KONA Honolulu; KPRC-TV Houston; 
KID-TV Idaho Falls; WDXI-TV Jackson; 
WSLI-TV Jackson; WDAF-TV Kansas City; 


WNEX-TV Macon; WKY-TV Oklahoma City; 
WEEK-TV Peoria; WMTW Poland Spring, 
Me.; WMGT Pittsfield; WJAR-TV Provi- 
dence; KCSJ-TV Pueblo; WGEM-TV Quincy, 
Ill.; WBOC-TV Salisbury, Md.; KING-TV 
Seattle; KSLA Shreveport. 


Terry and the Pirates 


WALB-TV Albany, Ga.; W-TWO Bangor; 
WBRC-TV Birmingham; WBZ-TV Boston; 
KOMU-TV Columbia, Mo.; WCOS-TV Co- 
lumbia, S. C.; WWJ-TV Detroit; KFJZ-TV 
Fort Worth; WGVL Greenville; WDXI-TV 
Jackson; WLVA-TV Lynchburg; WSIX-TV 









































































































A shot 
ground 
tings at 
answers 
Yard, t 
ltalian ( 
of the 
series o 


NTA presents... 


“THE ONLY SHOW AMONG THE 
TOP 5 IN ALL CATEGORIES” 


BILLBOARD says: Bullseye Among Men. 
"For 22 basic markets 
.... Police Call- 
ranks 2nd among 
Men per 100 viewing 


homes." 


BILLBOARD says: Bullseye Among 
Women. For 22 basic 
markets .. .. Police 
Call—ranks 4th 
among Women per 


100 viewing homes: 


BILLBOARD says: Bullseye Among 


Teens."For 22 basic 





markets .. .. Police 
Call—ranks Sth 
among Teens per 100 


viewing homes" 


POLICE CALL 


N T A’s newest TV film adventure series. 
2 6 half-hour 


A shot in the dark...a man falls to the The stories are developed from actual case 





ground clutching a wisp of cloth. A phone 
tings at headquarters and a police sergeant 
answers. It's the French Surete, Scotland 
Yard, the Royal Canadian Mounted, the 
ltalian Carbinieri, the famous police forces 
of the world, all rolled up into a gripping 
series of thrills and chills! 


histories in international police files. Each 
show is steeped in the rich atmosphere of 
the foreign locale in which the case occurred. 
This is a colorful human interest series, pre- 
senting people from every walk of life — a 
pulsing, fever-pitch of excitement. 


Audition Prints upon request. 


dramas ready for 


regional and 


local sponsorship. 


Call Your NTA Man Today! He’s Only Minutes Away! 


Al. Netonal Telefiln Assocéates }y INC. 


60 West 55th St., New York 19, N. Y. 


PLaza 7-2100 








Film Sales (Conid from 78) 


Nashville; KMTV Omaha; KPHO-TV Phoe- 
nix; KDKA-TV Pittsburgh; WMGT Pittsfield 
WIRI Plattsburg; WJAR-TV Providence; 
WSUN-TV St. Petersburg; KCEN-TV Tem- 
ple; WTOP-TV Washington, D. C. 


SCREEN GEMS, INC. 

All-Star Theatre 

KFDM-TV Beaumont, Tex., Gulf States Util- 
ities Co.; WIS-TV Columbia, S. C., S. C. 
Electric & Gas Co., (Renewal); KID-TV 
Idaho Falls, Prudential Federal Savings, 
(Renewal); KOIN-TV Portland, Ore.; WTVO 
Rockford, Ill., G. E. Supply Co., (Renewal) ; 
KZTV Reno, Purity Biscuit Co. 

Big Playback 

KFDM-TV Beaumont, Tex., Holly Motor Co.; 
WDAY-TV Fargo; -TV Angeles; 
WMCT Memphis; WREX-TV Rockford, Ill. 
Dise Jockey Films 

WFLA-TV Tampa. 

Jet Jackson 

KTVA Anchorage; KIMA-TV Yakima, Ya- 
kima City Creamery. 

Rin Tin Tin 

KTVA_ Anchorage; KTVF _ Fairbanks; 
WKOW-TV Madison, Strand Baking Co.; 
WCOV-TV Montgomery, Seeger Packing Co. 
& Dairy Products; WCSH-TV Portland, Me.; 
WNAO-TV_ Raleigh, Pine State Creamer; 
KOTA-TV Rapid City, S. D., Fairmont Foods; 
KTXL-TV San Angelo, Tex., Mrs. Boehme’s 
Holsum Bakery; KSLA Shreveport, Howard 
Crumley Chevrolet; KIMA-TV Yakima, 
Thriftway Stores; WMFD Wilmington, Jones 
Sausage Co. 

Top Plays of 1955 

KRCA Los Angeles. 

Weekly News Review 

WFBM-TV Indianapolis; KLFY-TV Lafa- 
yette, La. 


STERLING TELEVISION CO. 
Adventures in Sports 

yer Greenville, N. C., Stevenson Brick 
o. 


Armchair Adventure 
e-tv Pittsburgh, Duquesne Brewing 
o. 


King’s Crossroads 

WJAC-TV Johnstown, Pa., Duquesne Brew- 
ing Co. 

Little Theatre 

KRBC-TV Abilene, Fabric Mart; WFBM-TV 
Indianapolis, J. C. Hershman & Co. (Serta 
Mattress); WMFD Wilmington, A. T. Lee & 
Sons (bottled gas). 


Movie Museum 

KBET-TV Sacramento, Hires Root Beer. 
World We Live In 

Northland Greyhound Bus Lines sponsoring 
in following markets: KOOK-TV Billings, 
Mont., KDAL-TV Duluth, WDAY-TV Fargo, 
N. Dak., WBAY-TV Green Bay, Wisc., 


— Rockford, Ill. WMTV Madison, 
isc. 


UNITED WORLD FILMS, INC. 


Going Places 
KFAR Fairbanks, Alaska. 


Headlines on Parade 
WPTZ Philadelphia, Pa. 
Sportscholar 


tv Medford, Ore.; KSL-TV Salt Lake 
ity. 





Sterling’s Movie Museum 
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Stranger Than Fiction 

KVAL-TV Eugene, Ore.; WFBC-TV Green- 
ville, S. C.; KRON-TV San Francisco; KSD- 
TV St. Louis. 


Commercial Sales 


ACADEMY PICTURES INC. 
Completed: R. J. Reynolds Tobacco Co., 
Camel Cigarettes, Wm. Esty; The Gillette 
Co., Razors, Maxon; The AP Parts Co., Gray 
& Rogers; Campbell Soup Co., BBD&O; 
Seven-Up Co., J. Walter Thompson; Hawley 
& Hoops, Inc., M & M Candies, Ted Bates; 
Electric Auto-Lite Co., Batteries; General 
Foods Corp., Post Tens, B&B. 

In Production: Bosco Company, R&R; Proc- 
ter & Gamble Co., Camay Soap, B&B; 
Schick, Inc., Electric Shaver, K&E; B. C. 
Remedy Co., N. W. Ayer; National Gypsum 
Co., Gold Bond, BBD&O; General Foods 
Corp., Instant Sanka Coffee, Y&R; National 
Guard Bureau, R&R; Shell Oil Co., Gasoline. 
J. Walter Thompson; Falstaff Brewing Corp., 
Beer, Dancer-Fitzgerald-Sample; J. A. Fol- 
ger & Co., Coffee, Cunningham & Walsh; 
The Murine Co., Inc., BBD&O; Kraft Foods 
Co., Mayonnaise, J. Walter Thompson; Gen- 
eral Electric Co., G. E. Lamps, BBD&O; 
Standard Brands, Inc., Fleischmann’s Yeast, 
J. Walter Thompson; Lever Bros. Co., Vim, 
SSC&B; Shell Oil Co., Gasoline, Filmways; 
Beech-Nut Packing Co., Gum, K&E; The 
Borden Co., Starlac, Soundmasters; Revlon 
Products Corp., W. H. Weintraub; Gulf Oil 
Corp., Y&R; Socony Vacuum Oil Co., Inc., 
ATV; The Charles E. Hires Co., Root Beer, 
N. W. Ayer; Delco-Remy Div., Batteries, 
Campbell-Ewald Co. 


ATLAS FILM CORPORATION 
Completed: Sunbeam Corp., Steam_ Iron, 
Perrin-Paus; Greyhound Corp., Bus Travel, 
Beaumont & Hohman; Robbins & Myers, Inc., 
Fans, Erwin, Wasey; Beatrice Creamery Co., 
Make-A-Shake, Mason Warner. 
In Production: Kellogg Company, Corn 
Pops, Leo Burnett; Rath Packing Company, 
Meats, Earl Ludgin. 


AMERICAN FILM PRODUCERS 

In Production: Bristol-Myers Co., Ipana 
Toothpaste, Doherty, Clifford, Steers & 
Shenfield, Inc. 


A.T.V. FILM PRODUCTIONS, INC. 
Completed: Procter & Gamble Co., Fireside 
Formats, Ivory Soap, Crisco, Drene Sham- 
poo, Dash, Compton; Socony-Vacuum Oil 
Co., Inc., Mobiloil, Mobilgas, Compton; 
Standard Brands, Inc., Chase & Sanborn 
Instant Coffee, Tenderleaf Tea; H. J. Heinz 
Co. (Canada), Baby Cereals, Baby Foods, 
Tomato Soup, MacLaren. 

In Production: Socony-Vacuum Oil Co., Inc., 
Mobil Tires, Mobilgas Special, Compton; 
Procter & Gamble Co., Ivory Flakes, Dash, 
Crisco, Fireside Formats, Ivory Soap, Drene 
Shampoo, Compton; M. K. Goetz Brewing 
Co., Country Club Beer, Compton. 


GOLDSWAN PRODUCTIONS, INC. 

Completed: Colgate-Palmolive Co., Bryan 
Houston; Gordon Baking Co., Silver Cup 
Bread, D’Arcy; Campbell Soup Co., BBD&O. 


KLING FILM PRODUCTIONS 

In Production: Swift Sherbert, McCann- 
Erickson; Oklahoma Fuel Oil; Armour & 
Co., Frankfurters, Tatham-Laird; Carpen- 
ter’s Bread, Al Herr; Swift & Co., Prem, 
McCann-Erickson; National Trailer Associa- 
tion, J. Walter Thompson; Armour & Co., 
Chiffon Soap Flakes, John W. Shaw; Senti- 
nel Television Sets; Manitowoc Equipment 
Works, Freezer-Refrigerators, O’Grady, An- 
dersen & Gray; ‘Servel, Inc., Refrigerators; 
Myzon Poultry Builder, Arthur Meyerhoff; 
Flex Liquid Mender, Arthur Meyerhoff; 
Speedway Petroleum, W. B. Doner. 


LEWIS AND MARTIN FILMS, INC. 
Completed: Bell Telephone Co., N. W. Ayer; 
Montgomery Ward & Co., Carpets; Reddi- 
Wip, Inc., Whip Cream, R&R; The Florsheim 
Shoe Co., Inc.; Tote Brush, Inc., Tooth- 
brushes, Gordon Best; Nelson Bros. Furni- 
ture, Herbert Baker Adv.; Committee for 
Daley, Campaign. 

In Production: Waxed Paper Merchandising 
Council, R&R; Aluminum Brite, Cleaner, Tim 
Morrow; Moe Light Div., William Hart 
Adler; Harris Trust & Savings Bank, Indus- 
trial Bank, Leo Burnett; Cameo Cleanser 
a! Maxon; Floor Show, Wax, Campbell- 

ithun. 


LOUCKS & NORLING STUDIOS 
Completed: Wine Growers Guild, Dancer- 
Fitzgerald-Sample; Binaca Toothpaste, 
Campbell-Ewald; Goodyear Tire & Rubber 
Co., Inc., Tires, Y&R. 

In Production: Gillette Safety Razor Co., 
Maxon; Bulova Watch Co., Ine 





Academy’s spot for Bosco 


SARRA, INC. 

Completed: The Drewry’s Ltd. U.S.A., Inc., 
Beer, MacFarland, Aveyard; W. A. Sheaffer 
Pen Co., Fineline Pencils, Russel M. Seeds; 
Dodge Division, Chrysler Corp., Dodge Pass- 
enger Cars, Grant; The O. A. Sutton Corp., 
Vornado Air Conditioners, Lago and White- 
head; Laurel Products, Inc., NuSOFT, 
McCann-Erickson; Sylvania Electric (Can- 
ada) Ltd., Flash Bulbs, Harold F. Stanfield. 


FLETCHER SMITH STUDIOS : 
Completed: The Pharma-Craft Corp., Ting, 
Harry B. Cohen; Bristol-Myers Co., Vitalis, 
Doherty, Clifford, Steers & Shenfield; Metro- 
Goldwyn-Mayer Pictures Corp., “The Prodi- 
gal,” Donahue & Coe; Vick Chemical Co., 
Thermo-Rub, Morse International; Quality 
Bakers of America, Sunbeam Bread; Bristol- 
Myers Co., Bufferin, Y&R. 


WARREN R. SMITH, INC. 

Completed: Va. Chevrolet Dealers, Ketchum, 
MacLeod & Grove; Acme, Super Markets, 
Bachman, Kelly & Trautman; Jersey Toast 
Test, Butter, Bachman, Kelly & Trautman; 
DuBois Brewing Co., Beer, Bachman, Kelly 
& Trautman. 

In Production: Pennshire Clothes, Men’s 
Clothes; Sterling Oil, Gasoline, Walker & 
Downing; Rhea’s Bakery, William Cohen; 
DuBois Brewing Co., Beer, Bachman, Kelly 
& Trautman; Fashion Hosiery, Specialty 
Store, Milton K. Susman; Jiffy, Beef Steaks, 
Friedman & Rich; Nu Way, Super Market, 
Bachman, Kelly & Trautman; DeRoy, Jew- 
eler, Jay Reich. : 


TRANSFILM INC. 

Completed: R. J. Reynolds Tobacco Co., 
Camel Cigarettes & Winston Cigarettes, Wm. 
Esty; Bavariar> Brewing Co., Old Style Beer, 
Peck-Heekin; The Dow Chemical Co., Saran 
Wrap, MacManus, John & Adams; Procter & 
Gamble Co., Ivory Snow, B&B; P. Lorillard 
Co., Old Gold Cigarettes, Lennen & Newell; 
Welcome Travelers,—Show Opening—B&B. 


TV GRAPHICS, INC. 

Completed: Chrysler Corp., McCann-Erick- 
son; Procter & Gamble Co., Prom, Leo 
Burnett; Liggett & Myers Tobacco Co., Ches- 
terfields, Cunningham & Walsh. 

In Production: Campbell Soup Co., BBD&O; 
Aluminum Company of America, Alcoa 
Products, Fuller & Smith & Ross; The O. L. 
Clark Co., Clark’s Bars, SSC&B. 


TV SPOTS, INC. 

Completed: Plastone Co., Inc., Turtle Wax, 
W. B. Doner; Quality Bakers, Sunbeam 
Bread; Buchan’s Baking Co., Bread, Miller, 
Mackay, Hoeck & Hartung; Southern Cali- 
fornia Pontiac Dealers, MacManus, John & 
Adams; American Dairy Assoc., Dairy Prod- 
ucts, Campbell-Mithun. 

In Production: Purex Corp. Ltd., Trend, 
Beads o’ Bleach, Foote, Cone & Belding; 
Gulf Brewing Co., Grand Prize Beer, Foote, 
Cone & Belding; White Rock Corp., Dietonic, 
Roy S. Durstine; San Francisco Brewing 
Corp., Burgermeister Beer, BBD&O; Seeman 
Bros. Inc., White Rose Tea, Biow-Beirn- 
Toigo; Skelly Oil Co., Bruce B. Brewer; Na- 
tional Broadcasting Co., Inc., Monitor. 


UPA 

Completed: Phillips Petroleum Co., Flite 
Fuel, Lambert & Feasley; Chicopee Mills, 
Inc., Lustron Drapes, Lennen & Newell; 
Health Information Foundation, Voluntary 
Health Insurance. 

In Production: Procter & Gamble Co., Ivory 
Flakes, Compton; Columbia Broadcasting 
System, TV Sets, Ted Bates; Bristol-Myers 
Co., Bufferin, Y&R; Maryland & Virginia 
Milk Producers Assoc., Belmont Ver 
Standig; Piel Bros., Beer, Y&R; Columbia 
Broadcasting System, Hytron Tubes, Bennett 
& Northrop. 








WOODiand-TV is big territory! 





a 
_— 
— 
Extrusion materials for everything from aluminum ladders and window frames . . . to structural members for heavy trucks, 
aircraft and pontoon bridges . . . are produced in Reynold's large, modern extrusion plant, in Grand Rapids, Michigan. 


Reynolds Metals Company operates large 
aluminum extrusion plant in Grand Rapids 


The phrase “Made in Grand Rapids” may mean part of your office building, 
your lawn furniture, or your TV antenna — depending upon which Reynolds 
products you happen to be using at the moment. 


Location of the Reynolds aluminum extrusion plant in Grand Rapids, is typical 
of the growth taking place throughout the entire WOODland area. WOOD-TV’s 
recently expanded facilities are the natural result of this sound economic devel- 
opment. For top coverage of the thriving trading center of Grand Rapids — 
plus Muskegon, Battle Creek, Lansing and Kalamazoo — schedule WOOD-TV, 
Grand Rapids’ only television station. 


WOOD-T 


GRANDWOOD BROADCASTING COMPANY e NBC, BASIC; ABC, DUMONT, SUPPLEMENTARY e ASSOCIATED WITH WFBM-AM 
AND TV, INDIANAPOLIS, IND.; WFDF, FLINT, MICH.; WEOA, EVANSVILLE, IND.; WTCN-AM AND TV, MINNEAPOLIS, MINN. 
WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 





WOOD _Lanp CENTER 


GRAND RAPIDS, MICHIGAN 
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AM | MONDAY-FRIDAY SATURDAY SUNDAY 
June 1955 9.00 /~ABC___CBS_Dum_nac ABC CBS DuM NBC | ABC _ cBibuM 
Televisi led ane 
ag Show 7-9 a.m. 
on 9:15 aT Various 
ous b) sors 
A sponsors =, 
g ‘Ding Dong 
N 9:45 Ler 
, . -10:30 
Network Program = te. 
10:00 Wander Co. 
} : | Gerber — 
( Garry Moore Prods., Int’) 
art M.-Th., 10- | | Shoe (L) Pinky Lee Lamp W 
10:15 10:30. Fri. Jolgate, P&G, My F 
- 10-11:30 Manhattan Show (L) CLs 
Key: an tienes shown are Eastern Standard (lL) ms* low me f 
(EST 1 programs televised in color are 10:30 “aS ee 
(eiicated: by initial G and date in lower . 2 
left-hand corner of block. Date given in 10:30-10:45 
lower right-hand corner of b is start- | Borden Co. Paul 
ing date, unless rwise indicated. F. 10:45 | | Winchell Look 
Film; L, Live; P, Participating Sponsor . Arthur | Sheilah Gra- Show Tootsie And Li 
ship; S, Sustaining; Alt., Alternating: Godfr | ham Show Rolls (L) (L-$ 
LS, Last Show; MS", Multiple Sponsorship rime” | ¢L-8) 
(see footnote); TBA, To Be Announced. 11:00 3.-Th . | 
10 :30-11 380 j 
FOOTNOTES 11:15 (Lt) MS* imal seeks ‘ 
. | ow inky Dink unny 
CBS—“Garry Moore Show" (M,-Th., : Various 
10-10:30 a.m.> Fri.. 10-11:30 a.m.); 10- | Sponsors And Vee rey 
10:15, Mon. — Bristol-Myers. — Alka- 
Seltzer. Wed. — Simoniz. Th. — Masland 11:30 
Fri.—Swift Allsweet. 10:15-30, Mon.— ; Capt 
Alts. A. E. Staley, Tu.—Kellogg. Wed.— Strike It Midnight 
Best Foods. Th.—Toni, alt. wks., Chup Rich (ty Gen Mills Tom Corbett, 
King. 10:30-45, Fri.—Yardley. 10:45-11 11:45 (L) anton y Space Cadet 
Fri.—Converted Rice. 11-11:15, Fri. Colgate wee Kraft Foods 
Sorden. - 
(alt. wks.) 
“Arthur Godfrey Time” (M.-Th., 10:30- 12:00 ne ewes 
PE RL Og ne Boat waaay tae aan 
Frigidaire. 10:45-11, M. & W.—Bristol- tone Costnael rnie Big Top Mr. Wizard Winky O 
Myers. Tu. Th.—Kellogg. 11:00-15 12:15 Love Of Life Ford Show And Yq 
M. & W.—Lever Bros. . Ze. & Th.—Toni Am. Home L-S) (L) (L) 
11:15-30, M. Th. — Products (L) (L-$) 
es ow me * (M mt 12:15 p.m.); 12:30 J 
M.. W Sean | Mills; Tu. & Th. . Search For : ite 
omorrow 
“Robert Q. Lewis” (M.-F., 2-2:30 P&G Your Nest National Faith For 
pm): 2-2:15 | pm, Tu —Alka- Seltzer: 12:45 The Guiding L) Dairy Today Ne = 
23-2303 TH—S._ C Johnson. Light (L) Colgate- Co. Faith for Carehe 
215-230 pm. Fei Brown & William s Palmolive Today, Inc (t) 
son, alt. wks. 2:15-30 p.m., Tu.—Helene 1:00 cig Quaker ( 
Curtis; _Wed.—Gen. Mills; Th., Fri.— . 
Gen. Mills. ; The lnner 
“‘Linkletter’s House Party” (2:30-3 1:15 an (L) Lone Ranger 
(Continued on page 85) . Rena of Gen. Mills 
P&G 
PM MONDAY TUESDAY WEDNESDAY THURSDAY 
6:00 ABC CBS DuM NBC ABC CBS DuM NBC ABC CBS DuM NBC ABC CBSiDuM 
6:15 
6:30 + | a 
6:45 
7:00 F a —_—— ak. 
ee Kukla, Fran Kukla. Fran Kukla, Fran 7 
. and Ollie 4 and Ollie 
7:15 on EE ee (L-P) and Ollie No Net. (L-P) 
. John Daly — a (L-P) i. Service —_ 
Miles Lab. John Daly Tohn Daly ide were 
ide Water Miles Lab. | Oi 
: ail | il 
7:30 2 by Tony Wartin ews News ' Sale Tine ied . 3 3 
Name’s the pre. a. So Cavaleade American Dinah Shore (tL) | L Americ! 
1:45| wiht | Some Pro Fee | st Rmarica | rete “th an on tite_| Coc tola_| The tone | obese 
’ Purina Perry Como 3 of 4 du Pont Jo Stafford Disneyland | Perry Como | Plymouth — Gen Mills evn 
(L)L&M Camel— (Last pgm. «L) Camel News (L) ews " Gen. El 
8:00 {to B21 lots — ow ae oe asm, | Caravan (L) (to 6/3 
: aatat e Milton Berle} Am. Motors, T Th 
TV Reader's ee Father (L) 6/14 The Ri 
B15 | smaest pa hy Caesar’s a. Buick Div. —— sites | What's The sete ett 
: tu - ~ a y 
Packard, | Carnation Hour (alt. wks.) Martha Raye Foods Godfrey gg 4 Bank Parade Mr. 
(alt. wks.) 4... Gen. Mills = » eK (alt. wks.) And His Labs. Performance Melee 
' . — Friends (L) | (F) — 
6:30 Neice of frey's Talent Chicle, who Said | Malls of Ivy | 
irestone ‘A, , -hr.: 
8:45 | Mizestone Lipton ‘Tea Speidel ornat? eet, tee, | Oe eee ‘Frigidaire | neds Soldier Climax- 
: re Soup (L-S) Jat’ i a Pillsbury y cre Parade Shower 
Rubber Co. | (alt. wks.) yt = Gen, Foote _— (alt. wks.) pet La of Stal 
9:00 ea bet _ — ~ Co. (L) 
. Meet Millie Masquerade _ EE — 
i hese & Medic Danny The cum 
Peewee King a (F) Taemes | cart > a Fireside paadn- Millionaire Corp. 
9:15 Phili: Professional | Dow Chem ef “ ceu (L) Star 
. (L-$) sertie 3 of 4 Am. Tob., — be ss — Colgate- Kraft Tonight 
P&G (see footnote) (alte oq aie ae.) P&G Knomark Palmolive Theatre Brillo 
9.30 (alt. weeks) (alt. wks.) Co. 
: = yd Boxing (Last pem. Red Penny To A 179) Four st . 
Peewee King (F) u. <3 Steel > a A a I've Got A Pine 
General Robert eatre eaffer Secret Pond’s 
3:45] 5, Montgomery Gait. athnge (t) oem Oo. 4 Kraft Foods ewe pristl 
G Hh “Steel Bristol 
Ethel & Presents Armstrong Fineline Co. 
10.00 Albert (ty tL) alt. waly. Cork Co. pi. & Repncids ‘ aes 
. rown . 
. misc. 18 s &. 
~atad (Last pgm. w oe 2 
Peewee King I . 6/14) The $64.00 w 
Sho Studie One 3 merican Question Truth Or ednesday he Pbie. Df 
10:15 (L-8) (L) now acco ae Revion Conse- Night Fights This Is , Pond’s, Philip 
° (alt. wks.) El Products quences Pabst & Your Life Extract Co. Morris ( 
Westing- oe (L) P. Lorillard Mennen Front Row (L) ~ Revlor 
10:30 house Beam : (alt. wks.) a, Basel (alt 
: + . era. shop 
Theatre (Last . wenty & E Se 
(6/20) ot See It Now : roe} Alt. Wes Bis Town willy 
No N "s - Start 
10:45 Westinghouse a (L) Great Life 10:45 to aemn (F) ou 
At Bingside then on Alcoa 11 p.m Lever Bros.. SS 
: : e: ) Chrysl A. C. Spark Gen. Mt! 
11:00 wi x 2+ ss * Plug (alt. wis 
bs (alt. wks.) 
News of the s 
iat om | ee News atthe i 
i ig 
11:15 the Night Goods Mfrs ports of ~— Sports 
<Sust.) the Night the Night the Nid 
(Sust.) (Sust.) (Sust 
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PM | MONDAY-FRIDAY SATURDAY SUNDAY 
Bum NBC 1.30 ABC CBS DuM NBC ABC CBS DuM NBC ABC ces DuM NBC 
Welcome Uncle 
1:45 Trave Johnny No Net. 
, (L) 1:45-2 Coons Sérviee 
Procter & All About Lever Bros 
Gamble Baby (i) 
2:00 Libby, 
MeNeill & 
2:1 5 Robert Q (Thurs. only) 
: Lewis yy & - Show 
(L) me. Ti) Baseball 
4 
2:30 = Came 
Starting 
LA Linkletter’s at 2 p.m. 
| Fi 2:45 House 
L-§ Party 
(L) Ms* 
The Big Baseball Frontiers | 
3:15 () Colgate bh - of Faith 
(M-W-F) ri ad Game of the ad 
(S-Tu.-Th.) 
3:30 Week 
6 = it L T 
Bob Crosb reates et’s Take | 
3:45 “show Sift (L) Falstaff & A Trip ‘gute 5 
; (L) Concerning E (L-8) (L-S) 
ms* Miss Marlowe Co-op 
4:00 P&G, Miles 
Falls (L) 
Brighter Day alls (L) Network Now A 
4:15 P&G (Lb) Wesson Oil , oe Restenenne 
. Seeret Storm First Love & Co-op (L-S) (L& F) 
(L) Am. (Lb) | 
4 30 Home Jergens | 
Cte = Batety (Last pem. | Face The 
ky Oj Hartz Mt. On Your Razor Co. /26) Nation Zoo Parade 
d Yq Prods. (L) 4:45 Account Modern Belmont (L-S) (L 
19715-1280 Procter & Romances es c —_ ‘huaker Oats 
L-8) “No Net. 3amble Colgate (L) 6/11 only meinaed 
cai Wed. & Fri Pinky Lee Super Cireus A. Hallmark 
_ Youth Wantsim 5.15 Barker Bill Show (L) ? Week — if 
L To Know : Gen. Mills Participatin Kell (L-8) ) 
(tl) (L) — sponsorship (5-5 :30) Hallmark 
ker ( Cards 
5:30 Capt. 
Howdy Dixie Cup Gallant of 
Doody "0. Adventure The Foreign 
No Net. 5:45 (L) No Net. ant ain.) (L-S) Lowen 
Service mMs* Service (5:30-6) Heins Co 
(F) 
FRIDAY SATURDAY SUNDAY PM 
-BSIDuM NBC ABC CBS DuM NBC ABC CBS DuM NBC ABC CBS DuM NBC 
oe we 6:00 
ress (L) 
pray Johns-Man 
Lehn & Fink ys = 6:15 
alt. wks.) 
————___4—_______4 —— = . 
You Are Rey R 6:30 
others gy ener 
Electric Cos., . 
Prudential Gen. Foods 6:45 
(alt. wks.) 
a nell 
People Are | 7:00 
Kukla, Fran i. _— ve —- Lassie Funny cy 
and Ollie Tors Gene Autry Shipp: (F) Toni «" 
(L-P) (F) Peanut Campbell Frawley 7:15 
John Daty (L-S) Wrigley Butter Soup Corp 
, silt. wks.) 
Miles Lab. ] 30 
neriict Adventures News Mr. Peepers ° 
_ Dineh wre “ Westutiane- Coke Time The Big Beat The Horace —- Private (L) 
jens | Chevrolet Rin Tin Tin | _ ticals (L) oe ue Picture Clock Heidt Show Penintele Secretary, Reynolds 
a —e F Rerry Como Camel News (F-S) (L) Swift & Co. NO | Am. Tobacco Metals 7:45 
El ae Lie National (Ll) L& M Caravan (L) Sylvania (Lb) : see footnote) 
“6/34 ava Biscuit (to 6/24) Elec. 
2 ———E ee ee 
1e Ray Red Buttons Mickey 8:00 
on vou Be Ozzie & ; ‘ age | Focus 
e 
Mr. Your Life Harriet Mama Jack Carson : —_s ) (F-S) Toast Of Colgate 8:1 4 
(L) 1 of 4 Dottie Jacki sbury, The Town Comedy 
ulty DeSoto Hotpoint Div. ackie Green Giant 
». Bl Gen. Foods Gleason ' Hour 
Pontiac Mack (L) (alt. wks.) (tL) Colgate- 
ee 9 . - Bs 4: ow i 1 Rerenmay 7 si ill 8:30 
ow Nestle Co. F ress -incoln- ‘0 
imax Justice! ee il Life Of Schick, Inc. Vy able - Conference Mercury ; 
ce wa. | tas | mt miley th) | (L-8) ) ouywood | w. winchel vette) | 8.45 
. Chevrolet Reynolds Gulf Oil Toni C (Last pgm. 
Star Eff. 6/17 P&G Corp. 0. 6/26) 
(L) (alt. weeks) Am. Saf ] 9 00 
a ——: sia ccmenbtones SE s ——___}—____—_—_ —_————{ Q. 
a j Two For wae Coca Bayuk Cigs G. E. 
‘orp. Dragnet Dollar A Playhouse Big Story =e Theatre 
Second of Stars (F) Am. Cig. & } es had pons x nen (F) Television | 9.75 
Liggett & Mogen litz ae P. Lorillard oe Genesal Playhouse : 
My David Wi moniz Co. . Slectric 
yers av ne rowing eg Co. 8.0.8. (P) Stork Goodyear 9:30 
ost Bivo-~de : 
Rubber, 
ay a The V Our Mi Dear Phocbe || suntan My Favorite at ny ma Lif Malt wks 
Theatre e Vise ur Miss ear oebe , ife Begins (alt. wks.) 
ng -_ el ews hn F Regal Husband (L) J. Durante, (L-8) Bristol - At 80 9:45 
fyers Ford Motor Drug (F) Campbell een! P&G (ait sine) Myers (L) 
whi Gen. Foods Soup Regional net ‘ — ng Serutan 
By | see footnote) 10-00 
The Lineup Chance Of . _— P 
* bn = < u . A Lifetime Cavalcade Compass Professional Coarwe Genet Break The Ana - Youns. Show < 
ris | Lux Video Emerson of Sports fw () Bank Adventure (F) 10:15 
Williamson (L) Helene Pet Milk Dt ; ° 
vies (att. wks.) | Lentheric 10-10:45 (F-S) Came Pobre Dodge Div. | Pp. Lorillard P&G 
. why Theatre Pusster and (alt. wks.) Gillette (alt. wks.) 
willy ” Red Barber Damon Your Hit von By Bob a 
= Lever Bros Person to “Show Runyon Parade (L) ee Cummings 
ane . Person 10:45 or Theatre Am. Tob. Fes amen | ed “ 10:45 
e- tock immediately 7 Warner- Rand — 
* ‘ootnote) me _ use onan ) (alt. wks.) 
a —— 11:00 
it “eeu a 
ports bd Sun. News 
L, the Night _ Special 11:15 
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READY FOR DELIVERY 

... the half of Indiana which 
accounts for $2,478,295,000 in 
retail sales. Only one station delivers 
it. For the greatest coverage in 
Indiana select 


WFBM-TV INDIANAPOLIS 
Represented Nationally by the Katz Agency. 
Affiliated with WFBM-Radio, WOOD-AM & TV, 
Grand Rapids; WFDF, Flint; WTCN, WTCN-TV, 
Minneapolis-St. Paul. 











Newsfront (Cont'd from 35) 


single day, some of them carrying 
several signatures. This is as big a 
public mailbag as it gets from the aver- 
age issue in a whole year. Of that 
day’s comments, 199 are opposed to 
coin box tv, most of them violently. 
Only 48 favored it, and these usually 
in less vigorous terms. 

The opposition came, for the most 
part, from people who believed that all 
programs would require payment, or 
at least that the best shows would no 
longer be free. By far the most frequent 
comment was that tv was already ex- 
pensive enough. Some typical of this 
view and some varying comments fol- 
low: 


John Occhipinti, Somerville, N. J.: 
“We've just finished paying for our 
one-eyed monster and we feel that any 
additional money we put into it would 
not be worth whatever came out of it.” 


Robert Flewelling, Skowhegan, Me. 
“We payed (sic) a lot for our set and 
I don’t see why we should pay to watch 
= 

Don Blood, Newport News, Va.: 
“Most of us have had a hard enough 
time buying our expensive set.” 

Mrs. Martha Murphy, Brewer, Me.: 
“I am an old lady and a widow . . . 
please don’t take this little pleasure 
from me.” 

K. E. Ward, Sumter, N. C. “Pay to 
see tv would be unfair to hospitalized 
veterans and other shut-ins.” 


Clarence Denis, Spence, Mass.: “God 





E. A. FARRIS 
Owner KTVQ Oklahoma City 


gave us air to breathe so we could live. 
If we were charged to breathe this air 
most people would be dead by now, 
and I think it would be the same if 
they tried it on tv.” 

C. Fuller, Oklahoma City, Okla. 
. . . as two people who are hoping 
that Ike’s ‘glitter’ doesn’t tarnish be- 
fore 1956, I assure you that approval 
of subscription tv will cost someone a 
huge number of votes.” 


Nn 


“ 


People who are for meter boxes on 
their sets are generally from higher 
income brackets, and many of them see 
benefit in it for themselves. The Eg- 
glestons, who run the Travel-In Motel 
in Bowie Tex., say “It would be a 
great joy to be able to give our guests 
the benefit of subscription tv.” 

William Jackman, president of the 
Investors League, Inc., of N. Y., writes: 
“Thank heavens there are individuals 
and corporations in the U. S. who 
have the fortitude and guts to risk 
money on such an endeavor.” 

Clarence Thole, Tower Radio and 
Tv, St. Paul, Minn. “It will increase 
our business.” 

There are also a few who favor the 
idea for the same reasons that most 
people give for disliking it. Mrs. Fran- 
ces Meehan, of NYC, says, “Please 
hurry and give many of us shut-ins a 
treat.” 

Marguerite Marcelius, Andalusia, 
Ala., “Unless subscription tv is permit- 
ted, we do not expect to invest in a 
set at any time.” 

Nor are all pro-toll tv people from 
the highly-educated class. In what is 
obviously not meant as an editorial- 
ized comment, Arthur Christian, of 
Longview, Tex., says, “I am for pre- 
scription tv. Prescription tv shows will 
be a wonderful thing.” 


HELPING HAND. The National Af- 
filiated Television Stations, created less 
than two months ago to help struggling 
uhf and vhf operators, (TELEVISION 
AGE, Newsfront, April 1955) has start- 
ed to function with the reorganization 
of uhf Ktvg Oklahoma City. 

The new structure, approved by the 
station’s creditors and confirmed by the 
federal court, makes the station an 
affiliate of NATS with E. A. Farris, 
Oklahoma City attorney, rancher and 
oilman as owner; Robert Purcell of 


Hollywood, director of television, and 
R. Mack Lester, general manager. John 
stockholder, 
station general manager and trustee, 


Esau, former principal 
requested release from his duties to be- 
come general business manager of 
TELEVISION AGE. 

Under the reorganization plan all 
stockholders of the station surrendered 
their voting stock for preferred stock. 
All of the voting common stock was 
then issued to Mr. Fariss, who was one 
of the station’s major creditors. 

NATS, following its announced for- 
mat, will provide the station with 
management, programming and finan- 
cial counsel. Richard Doherty, NATS 
director of management services and 
president of Radio Television Manage- 
ment Corporation, Washington, will 
work closely with the station in an ad- 
visory capacity. NATS will also handle 
national and regional sales representa- 
tion. It will provide the complete basic 
television film library of National Tele- 
film Associates. ABC is expected to in- 
crease the number of network pro- 
grams carried on the station. The out- 
let will be loaned adequate capital to 
meet operating expenses. 

Mr. Purcell, who was recommended 
by NATS, is a television consultant on 
the west coast and executive vice presi- 
dent, member of the board and stock- 
holder of Massachusetts Bay Tele- 
casters, one of the competing appli- 
cants for Channel 5, Boston. He was 
an executive with KTTv Los Angeles 
for four years. 

Mr. Lester for the last four years 
was station manager of radio station 
KTow Oklahoma City. He has been in 
the broadcasting field for nine years. 

Meanwhile, NATS is continuing to 
negotiate with television stations inter- 
ested in their services. Eighteen, in ad- 
dition to KTVQ, have been signed as 
members, although only two others 
have asked for financial aid. The list 
includes: 

wrow, Channel 41, Albany, N. Y.; 
KBMT, Channel 31, Beaumont, Texas; 
WBLN, Channel 15, Bloomington, IIL; 
wes, Channel 27, Harrisburg, Pa.; 
WHTN, Channel 13, Huntington, W. 
Va.; wKNy, Channel 21, Kingston, 
N. Y.; wrom, Channel 54, Lansing, 
Mich.; KTvE, Channel 32, Longview, 
Texas; KEYD, Channel 9, Minneapolis, 


(Continued on page 86) 
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Newsfront (Contd from 85) 


Minn.; wyMR, Channel 20, New Or- 
leans, La.; wvec, Channel 15, Norfolk, 
Va.; wpFa, Channel 15, Pensacola, 
Fla.; WEEK, Channel 43, Peoria, Ill.; 
Kccc, Channel 40, Sacramento, Calif.; 
KSAN, Channel 32, San Francisco, 
Calif.; KTv1, Channel 36, St. Louis; 
Kvvc, Channel 27, Tulare, Calif.; 
wora, Channel 3, Mavaquez, Puerto 
Rico. 


CHROMATIC STORY. Some new 
chapters have been added—and prom- 
ised—for the chronicle of color: 


@ CBS Television announced that, 
starting this fall, the network will carry 
a minimum of two color programs per 
week on a regular basis. As in the past, 
Chrysler’s monthly Shower of Stars 
will be multichrome, as will the “ma- 
jority” of ten 90-minute special pro- 
grams with stars like Noel Coward and 
Bing Cresby. Omnibus, returning for 
its fourth season, will also yield “a 
number” of color shows and color 
segments, according to J. L. Van Vol- 
kenburg, network president. 


@ General Electric’s vice president, 
Dr. W. R. G. Baker, mindful of the 
need for a mass—not a class—color 
market, couldn’t see 1 million color 
sets before 1958, with 5 million possi- 
ble, he felt, in 1960. 


@ Although he didn’t pinpoint color 
tv’s development, Dr. Herbert T. Kal- 
mus, Technicolor president, warned in 
New York that it’s high time for adver- 
tisers to know about color commercials. 


® Hallicrafter’s president, William 
J. Halligan, promised a 21-inch set 
(25 tubes) to sell for $695. To be in- 
troduced this month, the set will go 
into immediate production. With 
RCA’s new 21-inch price at $795, Halli- 
crafter’s ticket is the industry’s lowest 
to date. 


e Dr. Allen B. Du Mont told stock- 
holders in the Du Mont Laboratories 
that their research “has kept us abreast 
of industry progress in every way and 
in some respects, ahead of it.” To prove 
it, the company unveiled its Vitascan 
at the NARTB convention in Washing- 
ton. A tv pickup system in reverse, the 
Vitascan roves over a scene with a 
beam of light from a cathode-ray tube. 


86 June 1955, Television Age 


Banks (Cont'd from page 73) 

TELEVISION AGE the following general 
rate determinations: 1. Amount of 
needed. (The higher the 
amount borrowed, the lower the rate.) 
2. Experience and reputation of the 
producer. 3. The star of the film. 4. 
The sponsor. 5. The method of payment 
between the producer and the sponsor. 
(Long term or short term payments? 


money 





The reflected light is picked up by 
multiplier phototubes, grouped like 
floodlights around the studio, which 
convert the light into an electric signal 
for transmission. 

Advantages of the system: it’s inex- 
pensive, easy to “fire up” and operate, 
can be run by one man, and works for 
either color or b&w. One multiscanner 
has been installed in waca-tv Atlanta. 
@ One of the most elaborate and 
complete exhibits at the NARTB Con- 
vention was the RCA-installed—and 
operated—fully equipped color studio 
to give broadcasters a first-hand look 
at techniques and equipment. A con- 
tinuous program drew a constant 
audience. 

@ Meanwhile, the Association of 
National Advertisers, meeting in Santa 
Barbara, Calif., saw a closed-circuit 
demonstration of color commercials, 
with NBC-TV president Sylvester “Pat” 
Weaver emceeing from New York. He 
noted that, as part of its color spread 
this fall, the network will again pro- 
vide multichromed Spectaculars on 
Sunday nights, with the advertiser in- 
vited to “buy as many or as few inserts 
as his pocketbook allows.” 





Chart (Continued from page 82) 


p.m.) ; 2:30-45—M., W. & oni Lever 
u. Th., Kellogg. 5-3—M.- 

Th., " Pillsbury ; Fri., Dole Ranoae 

“Bob Crosby Show” (M. -F., 3:30-4 
p.m.) ; 3:30-45—Tu., Toni; Wed., Simoniz; 
3:30-45 Thu. —Swanson; Fri., oO. 
alt. wks.—Gerber Prods., Alt. Fridays, 
3:30-45, 3:45-4—M., W. & Fr.—General 
Mills ; Th., Am. Dairy. 


“Person| to Person’’ (Fri., 10:30-11 
p.m.): American Oil (East Coast) $ 
Hamm's Brewing (Midwest); Noxzema 
Chemical Co. (alt. wks.). 

NBC— 
“Howdy Doody”’ (M.-F., 5:30-6 p.m.): 


M., 5:30-6—Standard Brands. Tu., 5:30- 
45—Kellogg; Int’l Shoe. Tu., 5:45-6— 
Colgate-Palmolive. Wed., 5:30-6 — Conti- 
nental Baking. Th., 5:30- 45—Kellogg. Th., 
5 :45-6—Campbell "Soup. Fri., 0-45— 
sustaining. Alt. Fr., 5:45 -6—Luden’s & 
Welsh Grape Juice Co. 

Schedule of “‘Spectaculars,”"” under par- 
ticipating sponsorship, is as a Every 
fourth Mon., 8-9:30 p.m.—Fred Coe with 
guest producer and/or director (6/27); 
every fourth Sat., 9-10:30 p.m. —Max Lieb- 
man (6/4); every fourth Sun., 7:30-9 p.m. 

ax Liebman (6/19). All ‘ “Spectaculars”’ 
will “be telecast in color. 











The amount of time involved between 
payments affects the rates. Are pay- 
ments weekly or monthly? In turn, the 
producer can repay Armstrong on the 
same basis.) 6. The type of contract 
between the distributor and sponsor 
with regard to options, penalties, spe- 
cial clauses and the like. 

The proportion of money Armstrong 
will lend varies and is dependent on 
the type of venture. The firm does not 
like to get involved in any transaction 
that calls for less than $100,000 and 
will go as high as half a million. 


The company has not as yet had any 
failures in its tv transactions. Arm- 
strong explains it does not set itself 
up as expert in the field of television, 
that is, as producers or distributors. 
It prefers to put its trust in the men 
it is helping. “In gauging a risk,” a 
spokesman says, “meeting the person 
involved face to face at his office, plus 
some inspection of his facilities, is an 
important determining factor in mak- 


: ” 
ing a loan. 


Safeway & Co., Inc., New York 

Safeway started in general factoring 
but for the past year has been con- 
centrating on tv financing. Ralph 
Losso, president, who is also an at- 
torney, handles all negotiations. The 
firm keeps in circulation about $1 mil- 
lion. 

Safeway will finance producers but 
is primarily interested in lending to 
distributors who need ready cash and 
don’t have other credit available to 
Most of Mr. 


tions are with distributors who have 


them. Lesso’s transac- 
going contracts with stations and want 
to borrow against them. Safeway will 
lend against these contracts to as high 
as 80 per cent of their value, depending 
on the credit rating of both the dis- 
tributor and the stations. The average 
figure, however, is closer to 70 per 
cent. The distributor-borrower assigns 
his contracts to Safeway. The firm pre- 
fers to work on a_non-notification 
basis. If Mr. Losso is uncertain about 
the distributor, he will ask for notifica- 
tion. 

Safeway will lend on feature films as 
well as tv-made properties. Mr. Losso 
sums up the attitude of his company: 
“If a distributor has a product we like 
and if he can do a selling job, we'll do 
business with him.” 








Guild (Cont'd from page 49) 


grams were well into production and 
were syndicated heavily throughout the 
country. Business was flourishing. 

Two new musical shows were added 
in 1954, the Florian ZaBach and the 
Frankie Laine series. The firm also 
undertook the distribution of the Con- 
rad Nagel Theatre, a dramatic series 
of classical stories produced in Italy. 

When the accountants paused at the 
end of 1954 to examine figures, they 
found that, compared to the $57,000 
sales in 1952, sales for 1953 were 
$1,620,000 and for 1954, $2,989,000. 

As business increased, many changes 
were also taking place in the com- 
pany itself. In 1952 Guild began opera- 
tions with 300 square feet of office 
space at 510 Madison Ave. By 1953 
this had jumped to 1,100 square feet 
at the same address. In 1954 the com- 
pany moved to a 3,300-square-foot 
office at 420 Madison. This, too, was 
quickly outgrown and on March 1, this 
year, the company took an entire floor 
at 460 Park Ave., occupying a total 
of 17,100 square feet. 


Expanded Rapidly 


During Guild’s short history, new 
employees have been added at all 
levels. The executive council today in- 
cludes, in addition to President Kauf- 
man and his wife, seven others with 
wide experience in their respective 
fields: 

Aaron Katz, former president of 
Official Films, is now treasurer of 
Guild and chief fiscal officer. 

Manny Reiner, vice president in 
charge of sales, has been vice presi- 
dent in charge of sales for PsI-Tv, 
sales manager of Louis G. Cowan Pro- 
ductions and foreign manager for 
Samuel Goldwyn Productions. He 
broke in as publicity man for Warner 
Bros. in 1933. 

Louis Shainmark is vice president 
in charge of public relations. He was 
formerly managing editor of the Chi- 
cago American and assistant to the 
publisher of Esquire-Coronet maga- 
zines. 

Monroe Mendelsohn is sales promo- 
Mr. Mendelsohn was 
promotion director for 
United Tv Programs and sales service 
coordinator and radio-tv director of 
Kaufman & Assocs. in Chicago. 


tion director. 
formerly 


Arthur Gross, client relations di- 
rector was in charge of promotion and 
exploitation for Skouras Theatres and 
has served with Paul Smallen Adver- 
tising. 

Larry Menkin, program director, is 
a veteran radio and tv programming 
man for wor-Tv New York and Du 
Mont. 

David Savage, assistant to the presi- 
dent and station relations director, was 
director of film procurement for wcBs- 
TV and was manager of film procure- 
ment for NBC-TV. 


Following the precepts laid down at 
the beginning, service has been im- 
portant in the firm’s growth. From a 
space as well as a personnel angle, sales 
service offices have kept pace with the 
increases at headquarters. In 1952 
there were three, in 1953, five; in 
1954, ten, and now there are seventeen 
such offices. 


Distribution has grown so fast that 
today Guild programs are appearing in 
every state of the union and on every 
station in Canada. They are seen in 
Alaska, Hawaii, Puerto Rico, Cuba, 
Mexico and Venezuela and are dis- 
tributed by the Army Information Ser- 
vice around the world. Guild programs 
are telecast some 2,000 times a week to 
an audience the company estimates to 
be 90 million people. 

The management and distribution 
division employes have increased from 
seven at the beginning to 130 today. 

One of the recurring problems which 
all film distributors face is that of time 
clearance on stations. Quite often a 
sponsor, wishing to bring a show into 
a specific market, finds that suitable 
time is not available. Mr. Kaufman set 
about finding an answer to this with 
typical ingenuity. 

Last fall Guild entered into an agree- 
ment with Vitapix Corp., a group which 
now includes 58 stations in important 
markets throughout the country. The 
Guild-Vitapix union is compared by 
Mr. Kaufman to a marriage in which 
both parties work cooperatively for the 
good of each other, yet with each re- 
taining its own identity. 

The principle is this: Vitapix sta- 
tions were anxious to be in a position 
to obtain, independently, good quality 
programming, in the production of 
which they could have a voice. Under 


(Continued on page 88) 





t 





UNCIe, 
tho nation 


vi Pe 





WLBC-TV 
MUNCIE 
INDIANA 





31/, hours per week 


Muncie is ist 

in the nation in 
HOURS PER WEEK 
SPENT VIEWING TV 


WLBC-TV is Ist 
choice in 
MUNCIE FOR 
TV VIEWING 


They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
cities by the American Research 
Bureau. The average Muncie 
family spends 31% hours per 
week watching television . . . 
more hours per week than any 
other city! WLBC-TV leads in 
Muncie according to the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 


CBS - NBC - DUMONT-ABC NETWORKS 


WLBC-TV 


MUNCIE, INDIANA 


June 1955, Television Age 






87 








YOU GET 


1,000,000 WATTS 
s 


17 COUNTY COVERAGE 
IN N. E. PENNSYLVANIA 


a 
NBC BASIC BUY 

+ 
FASTEST NEWS SERVICE 


TO COMMUNITIES 
OF AREA 


. 
ENGINEERING 
KNOW-HOW 

+ 
NBC-RCA COLOR 

e 


BEST PICTURE 
. 


-TV Ch. 28 


Wilkes-Barre, Pa. 





National Rep. The Headley-Reed Co. 









- I 
Kansas City’s 


Most Powerful 
TV Station 





Advertisers find atten- 
tive, receptive listeners— 
and more of them—when 
they swing their schedules to 
KMBC-TV, Kansas City’s most 
powerful TV station. Serving the 
Heart of America from a 1,079-foot 
tower (above average terrain) with a 
316,000-watt RCA color-equip’ 
transmitter, the Channel 9 signal 
goes farther, remains clearer 

holds more audience than any other 
Kansas City television facility. For 
‘the facts about the Heart of 
America’s best TV buy, see your 
Free & Peters Colonel. 


= F & PETERS. b 
gl Esieuee Natoma! Reprraises 
7 
Primary CBS-TV Basic Affiliate 


and in Radio, it's KMBC of Kansas City 
EKFRM for (the State of Kansas 


88 June 1955, Television Age 


Guild (Cont'd jrom page 87) 

the agreement Guild undertakes to pro- 
vide that type of programming. The 
Vitapix board chairman, John E. Fet- 
zer, WKzO-TV Kalamazoo, became a 
member of the Guild board of direc- 
tors, and the stations have purchased 
stock in Guild Films. 

In return, Vitapix has agreed to 
provide up to 10 hours weekly in time 
clearance for Guild programs. Five of 
these hours are on Class A time. Vita- 
pix stations have first telecasting rights 
to any Guild program, and when sales 
are made the sponsors agree to buy 
time on Vitapix stations. 

Guild is continuing to increase its 
stable of programs. This year they are 
adding the Paul Coates program, Con- 
fidential File, a documentary type film 
dealing with social problems; /¢’s Fun 
to Reduce, an exercise show; The Gold- 
bergs, long-time radio and tv favorite; 
I Spy, an adventure series with Ray- 
mond Massey, and an orchestra series 
with Ina Ray Hutton and her all-girl 
orchestra. 


Two Executive Preducers 


Guild has two executive producers. 
Duke Goldstone, who produces the 
Liberace, Florian ZaBach and Frankie 
Lane shows and who did the early epi- 
sodes of Life with Elizabeth, is an ex- 
perienced director with a good Holly- 
wood background. He supervises Guild 
programs on the west coast. 

William Berke produced the Joe Pa- 
looka series and the later episodes of 
Life with Elizabeth and is currently 
handling The Goldbergs and I Spy. 
For many years Berke was a producer 
and director with Paramount, Colum- 
bia and RKO. He headquarters in New 
York. 

The company has recently entered 
into an arrangement with Parsonnet & 
Wheeler to produce a new adventure 
series in Munich, Germany. Richard 
Kiley is the star of the series. 


This year Guild bought from Sun- 
set Productions the rights to 191 films 
of the Looney Tunes series and has 
taken over distribution of the vast fea- 
ture film library of Motion Pictures for 
Television. 

Guild became a publicly owned com- 
pany last fall when, on Oct. 5, it put 
250,000 shares on the market. They 


were over-subscribed the first day. On 
Jan. 3, 
dividend of 10 cents per share. 


the company paid its first 


Under Kaufman’s guidance, Guild 
has developed a sales technique which 
is essentially the same for all of its 12 
program series. When it is decided to 
produce a series, promotion material, 
sales presentations and merchandising 
tie-ins are started at the same time the 
first shows are being filmed. When sev- 
eral shows have been produced, usually 
three, the salesmen are given the film, 
along with the specially created promo- 
tion and merchandising material, so 
that they can immediately contact sta- 
tions, agencies and advertisers while 
the balance of the series is still in pro- 
duction. 

Literally every type and kind of 
sponsor has used one or another of the 
Guild programs. The firm has reams of 
letters from advertisers and agencies 
testifying to results, but the best tes- 
timonial is probably the renewal record 
of Guild programs, which company ex- 
ecutives insist now stands at 98.5 per 
cent. 

Despite the resounding success of the 
past three years, Reub Kaufman sees 
his firm — and tv film in general — 
making greater strides in the future. 

“Independent film production and 
distribution is just entering its sixth 
year,” Kaufman said recently, “yet it 
is playing its biggest role to date. It 
has grown in every respect, in quality 
of programs and sponsors. 

“Film makes it so much easier to 
solve problems of time allocation, while 
making possible the delivery of new 
packages of superior production and 
entertainment value,” Kaufman says. 


But the president of Guild Films 
feels that there is promise of even 
greater things to come. “Television will 
draw, and is drawing now, its source 
material from the same media out of 
which the great showmen in history 
have taken their material — out of life 
itself, by imagination, by creative ef- 
fort. Of course, since television still is 
in its britches it is using stars, dramatic 
patterns and entertainment features 
from its older relatives—cinema, radio 
and stage. 

“It will not be long before television 
will be contributing to them as much 
as it is presently drawing from them. 
The scales will balance.” 








Washington Memo 


THE CONVENTION. “If I have start- 
ed a precedent, I am very proud of it,” 
President Eisenhower told the 33rd 
Annual NARTB Convention in refer- 
ring to the fact that he was the first 
chief executive ever to appear before 
the broadcasters’ body, “And I do trust 
that future Presidents will find it not 
only convenient but practically neces- 
sary to appear before you and tell you, 
in their turn, what is in their hearts 
_ at the moment.” 

That statement and the President’s 
appearance before the gathering justi- 
fies the efforts of the NARTB Com- 
mittee in bringing last month’s conven- 
tion to Washington, a city with poor 
physical equipment for such a meeting. 

But that was not the only significant 
statement made by the Chief Execu- 
tive. He pointed out the importance of 
television and of radio in swaying pub- 
lic opinion, warning that news must 
be truthfully told. The President, 
whose engaging television personality 
helped in his election and has since 
featured his televised press confer- 
ences, emphasized that an appealing 
voice or an engaging personality has 
great power to sway an audience. He 
urged that broadcasters themselves 
keep both media free of domination of 
any unfair kind after pointing out 
that since there is only one canopy of 
air over the world, it is necessary for 
the government to decide who is to use 
the various channels available. 

President Eisenhower emphasized 
the importance of free communica- 
tions, adding that if Thomas Jefferson 
were alive today he might say, “If I 
had to have international free commu- 
nications or some kind of world gov- 
ernment that could enforce the peace, 
I would unhesitatingly choose com- 
plete, free, international communica- 
tions.” 

“I think everybody in the television 
and radio professions,” the President 
said, “has a right to think of himself 
as a man bearing a great responsibility 
as < crusader and to help to do this job 
of education, of ourselves and of 
others about us, and to bring home 
here an understanding of what goes on 
in the rest of the world.” 


The convention program was ad- 
mirably planned and carried out, and 
included many highlights in addition 
to the President’s speech. Some of the 
most important statements made in- 


cluded: 


MARK ETHRIDGE, WHAS-TV-AM 
Louisville, Keynote Award winner: 
“Now, it has taken me about half an 
hour to plead for three things: A 
clearly-defined executive and congres- 
sional policy toward broadcasting; 
objectively cold regulation which 
would of necessity be free from ex- 
ecutive, congressional and industry 
pressure—even glass-case regulation, 
if you please; more respect for our 
own medium, inevitably leading to bet- 
ter programming.” 


GEORGE C. McCONNAUGHEY, 
Chairman, FCC: “You broadcasters 
were beset by baffling and complex 
problems in the infancy of broadcast- 
ing, and you solved them—in most 
cases without the intervention of 
Washington.” After outlining seven 
steps taken by the Commission to help 
uhf stations the chairman mentioned 
the proposed study of television by 
Congress. He said: “In my statement 
before the Senate Appropriations Com- 
mittee I pointed out that it was the 
Commission’s view that to obtain op- 
timum benefits from such a study it 
should not be limited to networking 
but should be concerned with the en- 
tire economic structure and operation 
of the television industry . . . after we 
have obtained comprehensive informa- 
tion concerning the respective roles 
played by the networks, advertisers, 
agencies, talent, film producers and 
distributors, and other elements in the 
television industry, the Commission 
will be in a position to identify and 
evaluate the problems affecting the 
further expansion of television outlets 
and make appropriate recommenda- 
tions to Congress or, if we already 
have the requisite authority, take steps 
directed toward their solution.” 


J. PERCY PRIEST, Chairman, 
House Interstate and Foreign Com- 
(Continued on page 90) 
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Wash. Memo (Contd jrom 89) 


merce Committee: “Congress does 
not legislate with great frequency in 
the field of communications . . . I 
would feel derelict in my responsibili- 
ties to you if I did not inform you 
that . . . remarks (by members of 
Congress and others) inquiries and 
letters reflect a strong undercurrent 
of feeling that something may be 
amiss with our broadcast law. . . . 
When I tell the members ( of Congress) 
that the Commission is specifically de- 
nied the power to censor programs, 
he ‘acts surprised and suggests that it 
is certainly time for the Interstate and 
Foreign Commerce Committee to in- 
... If Congress 
were confronted today anew with the 


vestigate the situation. 


problem of writing a broadcast law 
designed to safeguard the public in- 
terest, it is questionable whether you, 
the broadcasters, would be successful 
in persuading the Congress to give 
you the same degree of freedom that 
Congress gave you in 1927 and again 
in 1934. . . . It is my belief that those 
of you who believe in free broadcast- 
ing will have to prove by your deeds 
that the principles of the charter 
granted to you should be left intact.” 


HAROLD E. FELLOWS, President 
and Chairman of the Board, NARTB: 
“The true dimensions of television’s 
impact, now as throughout its exis- 
tence, depend upon the development 
of a practical method of measuring 
we are in the field with 
a series of pilot studies which the 
Board feels will produce a workable 


circulation . . . 


formula for measurement. I believe 
we can hope that by the time we meet 
again in national convention, this one 
will be solved. . . . The association is 
directing its attention only to the (toll 
television) petition before the Com- 
mission, and our position has been 
made eminently clear, although vari- 
ously misinterpreted by some _ ob- 
servers: The Association has not said 
that it is against subscription televi- 
sion; the Association has said that it 
is opposed to any form of subscription 
television which, through the use of 
channels allocated for free television, 
will jeopardize the right of the public 
to receive a full, free service.” 
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DR. ALLEN B. Du MONT, President, 
Du Mont Laboratories and the Du 
Mont Television Network: “Reaching 
out into newer and different electronic 
concepts cannot help but result in 
even faster changes in television and 
electronic apparatus. Nothing will re- 
main as it is. In particular and in the 
near future there will be a tremendous 
simplification of color pick-up devices, 
color television transmitters, and color 
Some of this simplified 
equipment has been displayed here in 
Washington at this convention. 
(Du Mont Laboratories displayed a 
simple and inexpensive live color sys- 


receivers. 


tem). . . . There is little question in 
my mind that television not only will 
span the continent and the oceans— 
but in so doing it can prove the one 
really effective medium to bring about 
understanding among peoples; a world 
dedicated to peaceful living, cultural 
accomplishments, and the abolition of 
poverty and disease. 


HAROLD HOUGH, waap-Tv Fort 
Worth: “Forget about the outlay for 
color television—it can be installed 
cheaper than you think. . . . We know 
that color television will revolutionize 
all advertising—and I do mean all.” 


ROBERT E. KINTNER, President, 
the American Broadcasting Co.: “It is 
time we blasted back on the issue of 
commercialism instead of going on the 
defensive with reports on our public 
if we were 
ashamed of our commercials. It is time 


service schedules, as 
we reported the facts to our critics, 
both within government and without, 
about the real public attitude and 
opinion of commercials. I believe the 
public likes commercials and that this 
‘blatant commercialism’ you hear 
about, comes not from the public at 
large, but from a small group of artic- 
ulate individuals, who, in affect, only 
speak for themselves.” 


SYLVESTER L. WEAVER JR., 
President, NBC: “To me, a network 
is its programming . tv started 
to inherit the sponsored-show, 
largely agency-produced program 
form. And we fought it for many rea- 
sons. In tv, we wanted program proj- 
ects that would get big audiences and 
by different appeal, would finally get 
the all-set, all-family audience. . . . Our 


versions of the new kind of advertising 
opportunities will eventually duplicate 
the whole range of uses national adver- 
tisers use in printed media. The NBC 
television program forms were largely 
in idea television and they worked... . 
the new kind of form television has 
always made clear it could embrace 
with passion is the one-shot or the 
occasional show. For such a show can 
be worked on longer than the regular 
series show. It is the form that saves 
an artist from too much exposure. . . . 
The future of television will see a great 
deal more of the spectacular, the one- 
shot. In our future tv week we might 
have 6 or 7 hours of special program- 
ming. First, a three-hour, all-evening 
entertainment spectacular. Then a one- 
hour telementary. Telementaries give 
background and orientation on a sub- 
ject like Pete Solomon’s “Three-Two- 
One-Zero’ on the hydrogen bomb. . . . 
Then we'll have one news-in-perspec- 


tive show. . . . Our television enterprise 


- has excitement. It has significance in a 


time of world crisis. Given the talent 
development projects that we and oth- 
ers have and will announce. we will 
find great increases in the number of 
talented people available to us and 
from them and from intelligent direc- 
tion and management will come this 
flood, which will include excellence as 
well as flotsam, jetsam, genius as well 
as filler.” 


DR. FRANK STANTON, President, 
Columbia Broadcasting System Inc.: 
“We all know the practical reason why 
sponsors with something to say to con- 
sumers have swarmed to television as 
an advertising medium: because, de- 
spite all our problems, and despite all 
our failures to satisfy our critics or 
ourselves, the strongest sustained atten- 
tion of America is now, daily and 
nightly, bestowed on television as it is 
bestowed on nothing else. . . . We our- 
selves still don’t know where the uncon- 
quered spaces of television are because 
we still lack a complete map. . . . Ac- 
cordingly the Columbia Broadcasting 
System will provide the funds, and 
form a major public committee, for 
the purpose of a comprehensive, im- 
practical nationwide study of what the 
public expects of television. CBS would 
provide the funds for the committee— 


(Continued on page 103) 











Compton (Cont'd from page 47) 


an agency man is on the spot to see 
it through, keeps track of later per- 
formances by spot checks. “As custo- 
dians of our clients’ money, we must 
make sure it’s spent as wisely on one 
station as it is on the networks,” 
Titterton explains. 

A difference between live and film? 
It depends, according to the tv vice 
president, on what you're going to do. 
Dramatic programs, for instance, may 
run into snags on availability of top 
stars, a problem easily handled by 
the “insurance” of film. On the other 
hand, Compton produces all its day- 
time programs live. Either way, Titter- 
ton reports, audience reaction indicates 
there’s no difference in the public 
mind. 


Looking Into Color 


The department is currently looking 
into color, has already shot a few test 
commercials. Says president Cum- 
mings, “We're finding out what we 
can’t do, in order to know what we 
must do.” The agency sees early 1956 
as the time for “heavy experimenta- 
tion” with color, expects about a fourth 
of all tv homes to have color sets in 
1958. 

Television commercials are, as noted, 
handled from programs. 
They are under the supervision of 
executive. vice president Seaman, as 
creative director, and the importance 
of tv-am copy is attested by the fact 
that the associate creative director, 
vice president Muriel Haynes, special- 
izes in it. 


separately 


Sales Are Best Copy Test 


In fact, Compton is famed for the 
quality of its commercials. And the 
best measure of good copy, Mr. Sea- 
man says, is a resulting upswing in 
sales. That is especially true in tele- 
vision. Unlike print ads, which can 
be read slowly or a second time, tv 
copy must make its sale in a fixed 
time and, as a result, demands extra 
precision and balance in presentation. 

To maintain high quality, the copy 
department looks for the following 
standards, all “the 
power to sell:” 


components of 


1) Does the copy command extra 
high, attention? In other 
words, are the points about the product 


relevant 





tuneanan 


Film Scoop 


Senators, congressmen and 
film show personalities were in- 
terviewed by managers and 
other station officials at the 
NARTB convention. Organized 
by Howard Kany, CBS man- 
ager 
views 


inter- 
were processed, edited, 
scripted and rushed to stations 
for on-the-air use. Station of- 
ficials who participated included 
Drue Smith, director of public 
affairs, WDEF-TV Chattanooga, on 
behalf of station president Carter 
Parham; Ralph W. Nimmons, 
Manager WFAA-Tv Dallas, Joseph 
Bernard, Manager, wer-tv Buf- 
falo; Edmund C. Bunker, man- 
ager, WxIx Milwaukee; George 
Hartford, vice president in charge 
of television, wrop-Tv Washing- 
ton, John Porterfield, manager, 
and John Mansure of wc.v Eas- 
ton, Pa.;: Warren Berwick, man- 
ager, KTAG-TV Lake Charles, La.; 
William Belche, sales manager, 
WFLB-TV Fayetteville, N. C.; Wal- 
ter Windsor, manager, KCMC-TV 
Texarkana, Texas; Paul H. Gold- 
man, manager, KNOE-TV Monroe, 
La.; Harold P. Danforth, mana- 
ger, WDBO-TV Orlando; Leslie Ar- 
ries Jr., manager, wrT¢ Wash- 
ington; David Baylor, manager, 
KcsJ-TV Pueblo; Ray Welpott, 
WRGB 
Robert W. Ferguson, manager, 
wTrRF-TV Wheeling; L. H. Rogers 
WSAZ-TV 


of newsfilm, the 











manager, Schenectady ; 


Il, general manager, 
Huntington, W. Va.; John 
Fugate, manager, KATV Little 
Rock; James Leake, general man- 
ager, KTVX Muskogee - Tulsa; 
Richard Jones, manager, KXLY- 
Tv Spokane; 
manager, KIMA-TV Yakima, and 
Len Higgins, manager, KTNT-TV 


Thomas Bostic, 


annenencensveeneveevevenvivesneenent 





evnnunennnennenn 


Tacoma. 


true attention-getters? 

2) Does the copy communicate? If 
the points are good, are they put across 
correctly? Audience reactions are con- 
stantly tested for communication-im- 
pact, both by research as well as by 
the creative people, themselves. 

3) Does the commercial have the 


In this area, the 
copywriter depends strongly on moti- 


power to motivate? 


vation research studies. 

4) Does the copy convince? 

5) The final criterion, a telling one, 
is whether the commercial has the 
power to build a competitive advantage 
for the product. 

Compton has shown good skill in 
combining these standards into effec- 
tive commercials. Consider, for ex- 
ample, the evolution of those for Ivory 
soap. The agency wanted to incor- 
porate in tv commercials an idea that 
had proved very successful in print: 
the Ivory baby. The simple transfer 
of the Ivory baby to tv 
results, but audience reaction showed 
that while there was high recall, there 
was not enough “selling depth” to 


got good 


satisfy Compton. 

The agency decided to have the 
Ivory baby not only appear in the 
commercials, but also help in product 
demonstration. This proved much bet- 
ter and now, after three years of test- 
ing and developing techniques, Ivory 
tv commercials are at the top of the 
register for audience and penetration 
of total sales message. 


(Continued on page 92) 
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Compton (Cont'd from page 91) 


Clearly, Compton’s commercials — 
as well as many agency decisions — 
depend strongly on research, a depart- 
ment that president Cummings feels 
is “second to none.” Noting that “mis- 
leading research is sometimes worse 


than none,” Cummings avers, “We 
want the facts, not the answers we 


want to hear.” 


The department is headed by 
Edward Battey, an MIT graduate, as 
director and Howard Kuhn as associate 
director. To glean the facts, they have 
their own interviewing staff, payrolled 
on a permanent basis. And one of 
their important projects is the agency’s 
unique copy-testing program, called 
CSMI (Compton Sales Message Index) 
and developed over the past two years 
at a cost well over $200,000. 


Media is also important to the 
agency’s tv operations. The depart- 
ment is headed by vice president Guy 
Richards (who has spent 21 of his 
35 advertising years at Compton) and 
Frank Kemp, another MIT man. Their 
realm includes all supervision of 
media selection, media research, buy- 
ing and all accompanying statistical 
analyses. Under the media director, 
every account has an associate media 
director, who acts as a multi-media 
supervisor and, drawing on all facili- 
ties, selects the most appropriate media 
and determines the extent to which 
they are used. 


Campaign Planning 


The department also includes 11 
timebuyers and assistants who, by con- 
trast to the usual practice, help select 
markets as well as buy stations. The 
process — greatly simplified — is that 
the account executive provides the 
“basics” of a campaign (an idea of 
the copy, plus consumer data) to the 
associate media director for the 
account. He, in turn, then works out 
a rough plan with his buyers — say, 
the use of three national magazines, 
one network show and spots in selected 
areas. That plan is submitted to the 
account executive for approval. Then, 
the associate media director, again 
with his spacebuyer and timebuyer for 
the account, refines the approved 
rough plan and produces a detailed 
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Sales Short Cut 


Paper work, the bane of many 
an otherwise efficient organiza- 
tion, has been cut sharply under 
a new method of selling pro- 
grams and announcements, by 
Westinghouse Broadcasting Co. 

The key is a blanket, open-end 








contract between advertising 
agencies and 
the broad- 
caster. This 
is a_ slightly 
amended ver- 
sion of the 
standard 
AAAA agree- 
ment. Once 
signed, this 





contract ser- 
ves the agency for every purchase 
of time for any client. 

Only requirement for each pur- 
chase is a purchase order, known 
> as a “confirmation of broadcast 
> order” or CBO. This order is 
commonly used for each purchase 
under any system. The separate 
contract for each purchase which 
is in common usage is eliminated 
entirely. 

The new method has been of- 
fered to 15 agencies which give 
Westinghouse approximately 75 
per cent of its national spot busi- 
ness. The method has also been 
offered to 42 non-Westinghouse 
stations represented by Free & 
Peters. Five tv and nine radio 
stations have adopted it. Others 
are expected to follow. 

Eldon Campbell, national sales 
manager of WBC, says “this new 
method eliminates need for at 
least 50 per cent—maybe more— 
of the paper work.” “We have 
just one policy,” says Campbell. 
“Be easy to do business with.” 











media recommendation, listing cities, 
stations, periodicals and the like. 

To help in the process of selecting 
stations, the department has its own 
media research section which maintains 
trend data on set development, cover- 
age and cost. In set development, for 
instance, the department charts growth 
curves (by the number of tv sets) for 


all tv cities. This allows the agency, 
says Frank Kemp, “to project the 
future a bit” and negotiate for good 
time buys “a little before the others.” 
Cost-wise, the department keeps a 
sharp eye for “efficiently priced” sta- 
tions, backs up its own cost-per- 
thousand studies with the usual rating 
services. (Media uses Nielsen where 
it can, ARB in other places.) 

But when it comes time to buy, 
Compton’s media department asks for 
availabilities from all stations in a 
market, checks openings against the 
stations’ program logs, considers rat- 
ings plus its own coverage-cost data, 
as noted above, and then decides which 
station to use. The agency prefers to 
use an alternate market (or an alter- 
nate station, when it is using two net- 
works in the same market) to what it 
considers an overpriced station. 


Nearly Fifty Years Old 


Compton, which will be 50 years 
old in 1958, was founded as The 
Blackman Co. It had become the 
Blackman-Ross Co. by 1915, a title 
that was simplified to Blackman Adver- 
tising, Inc. somewhat later. Its name 
was changed for the final time in 1937 
when, after then-president Dick Comp- 
ton, the agency’s title became Compton 
Advertising, Inc. To this day, the 
agency is inside-owned with about 50 
stockholders “in all categories, in all 
departments.” No one owns more 
than 20 per.cent, however. 


Mr. Compton, who died in 1951, 
was succeeded in the presidency by 
Mr. Holbrook in 1946. Bob Holbrook 
had first joined the agency in 1933 
and, five years later, was a full fledged 
account executive and vice president. 
His success story from there on in is 
also Compton’s. 


And now, with its new executive 
line-up, Compton seems slated for still 
further expansion: The agency has 
recently moved into new offices (four 
floors at 261 Madison Avenue) and, 
in the past few months, has signed 
nine new clients. Says president Cum- 
mings, with reason, “We think we 
have enough experience and know-how 
to continue going ahead.” And the 
chances look good for Compton to see 
its next goal in the not-too-distant 
future: lifting its present $45-million 
billing to an even $60 million. 
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Another Film Stock. Another tv film 
distributor announced its plans to tap 
the nation’s money markets last month 
when National Telefilms Associates, 
Inc. registered 312,500 shares of com- 
mon stock for sale. 

The stock was offered at $5 per 
share to the public, returning $1,328,- 
125 to the company. The company 
plans to use the money to repay loans 
totaling $334,153 and as working capi- 
tal for the acquisition of film distribu- 
tion rights, the retirement of film ac- 
quisition loans and the repurchase of 
participation deals in films by money 
lenders. 

National Telefilm is unique among 
film distributors in that it concentrates 
its sales efforts on individual stations, 
not on sponsors or potential sponsors. 
In this respect NTA is a “syndicator” 
whose selling arrangement would per- 
mit a sponsor to select a different time 
or day in different markets although 
the same program material would be 
used. 

The company was organized in 
August, 1952. Ely Landau was and is 
president of the company. Mr. Landau 
also had his own production company 
and this company would, under present 
plans, be bought by NTA. NTA has 
already merged into its organization 
Kennis Film Service, formerly func- 
tioning as a separate corporation serv- 
icing the exhibition contracts of tv 
distributors. That merger occurred last 
year. 


Probable Book Value. Prior to the 
offering there was no book value for 
the NTA common stock. But following 
the offering—and if the Ely Landau 
Production Co. is purchased—the com- 
pany should have a book value of ap- 
proximately $2.20 per share. Charles 
Plohn, the underwriter, and his as- 
sociates on April 18, 1955 acquired 
the equivalent of 75,000 shares of the 
NTA stock at a price of 5 cents per 
share. 

There are one million shares of NTA 
common authorized, and after the sale 
of the stock there will be 650,000 
shares outstanding, including 62,500 





Wall Street Report 


shares that are to be issued in acquir- 
ing the production company. The com- 
pany will have film acquisition loans 
outstanding totaling $632,500 and a 6 
per cent note due in 1956 totaling 
$36,000. 

In the eight months ended March 31, 
1955 NTA’s film rental and miscel- 
laneous income totaled $870,195, com- 
pared with $355,593 for the full year 
ended July 31, 1954. NTA racked up 
a net loss of $156,658 in the eight- 
month period, compared to a $139,830 
deficit in the preceding full fiscal year. 
The Kennis Film Service, Inc. showed 
a $2,233 profit in the same eight month 
period ending March 31, while the 
soon-to-be purchased Landau, Inc. 
broke even in the same period. 

It is evident in reading the prospec- 
tus of the NTA offering that the com- 
pany has been paying heavily for the 
privilege of borrowing money during 
its formative years, and, evidently, the 
new money that will be available after 
the offering will eliminate the penalty 
of seeking financing at such high 
rates. 


British Film Assets. By far the 
most important asset of the new com- 
pany, in which the public is being in- 
vited to invest, is its film library. The 
company has 240 feature films avail- 
able for distribution and what is prob- 
ably one of the largest groups of re- 


‘cently-released feature films. Included 


in those newly-acquired films are such 
films as The Tales of Hoffman (Moira 
Shearer and the Sadler Wells Ballet 
group), The Great Gilbert and Sullivan 
(Maurice Evans and Robert Morley), 
The Captain’s Paradise (Alec Guinness 
and Yvonne DeCarlo), Cry, The Be- 
loved Country, Breaking the Sound 
Barrier and The Man Between (Hilde- 
garde Neff and James Mason). All 
these films were produced by Sir Alex- 
ander Korda, and NTA has also ob- 
tained theatrical distribution rights in 
the U.S. to four of them. 

It also has tv distribution rights to 
26 feature films made by J. Arthur 
Rank, including the following: Pass- 
port to Pimlico, Captain Boycott 
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(Stewart Granger and Alastair Sim), 
Johnny in the Clouds (Jean Simmons 
and Michael Redgrave), Secret People 
(Audrey Hepburn and Valentina Cor- 
tesa) and The Hidden Room (Robert 
Newton and Sally Gray). This is the 
first major group of films released to 
tv by the J. Arthur Rank Organization 
and represents a major coup in tv film 
exhibition. To get some idea of the 
impact of such films in luring busi- 
ness, note the abrupt upswing in sales 
of the company in distribution con- 
tracts covering April and May 1955. 

Monthly contracts had been running 
in a range of $117,287 to $133,101 
from November, 1954, to January, 
1955. They rose to $241,850 in March 
of 1955, jumped to $266,142 in April 
and in the first seventeen days of May 
topped $249,000. 


American Films. In addition to the 
Rank and Korda feature films, NTA 
distributes 30 U. S.-made films featur- 
ing a wide range of Hollywood stars. 
Among them are Kirk Douglas, Cornel 
Wilde, Day and Mickey 
Rooney. It also had distribution rights 


Larraine 


for 23 series of films, including the 
New Adventures of China Smith, 
Police Call, Orient Express, Play of the 
Week, Bill Corum Sports Show and 
The Passerby. NTA had contracts on 
tv exhibition with over 190 stations in 
45 states. 

(Continued on page 94) 
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Wall St. (Cont'd from 93) 
Moreover NTA has entered into The 
General Electric Co’s plan to help 
independent stations. National Affil- 
iated Television Stations was formed as 
a nationwide service for tv stations 
with NTA owning 65 per cent of the 
stock. The service is aimed at helping 
stations not operating profitably and 
supplies a basic film library, manage- 
ment counsel and technical advice and 
financial where needed. 
General Electric has no equity in 
NATS but has the right to appoint two 
directors out of the eleven on the 
board. And as long as GE helps more 
tv stations to operate profitably, it 
keeps more customers in business both 


for its own equipment and NAT’s 
films. 


assistance 


New Guild Shows. Meanwhile, 
Guild Films, another film distributor, 
is claiming that it is now coming out 
of the woods, financially speaking. The 
company is now less dependent on the 
Liberace show for its billings. Back in 


-+«for your next social 
function, select a setting 
that pays tribute to your 
preference for the finest. 


BANQUETS MEETINGS 
WEDDINGS 
RECEPTIONS PARTIES 


A selection of ballrooms 
unmatched for magnifi- 
cence to accommodate 
groupsof any size up to500. 





BANQUET DEPARTMENT 
ELDORADO 5-2500 


PARK AVE. AT 59TH STREET 
N NEW YORK 
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1953 Liberace accounted for 90 per 
cent of Guild’s rentals. Today it ac- 
counts for only 25 per cent, and Guild 
is preparing 14 new shows for the 
1955-56 season. Guild’s management 
hopes that in 1955 earnings will top 
the 12 cents-per-share figure of last 
year and is counting on the new shows, 
plus re-runs of the older ones. 


High-Low Last 
195. 





Stock 955 Quote* 
ABC-UPT 3114-224 304% 
ADMIRAL 3014-243, 25% 
AVCO 8%4- 6% 
CBS 32 -27% 283% 
DU MONT 1744-134 16% 
EMERSON 16%4-13%% 14% 
GENERAL ELECTRIC 5534-4614 5134 
HOFFMAN 3154-25 27 
MAGNAVOX 3734-23 354% 
MOTOROLA 5414-444 5444 
PHILCO 41\%-35%4 395% 
RCA 50%-36% 49% 
RAYTHEON 2534-18 234% 
SYLVANIA 4836-41 47% 
WESTINGHOUSE 8344-674 67% 
ZENITH 134 -86 


Over-the-Counter Stocks 





Bid- Asked 
CONSOLIDATED TV 23-2334 
GUILD FILMS 4%- 5 
OFFICIAL FILMS 2%- 3 
STORER BROADCASTING 2414-24% 


* As of the close, May 25, 1955 





FCC (Cont'd from page 69) 


the relatively obscure section of the 
FCC, the litigation division, into a 
thriving organization. Under the Gen- 
eral Counsel’s supervision the division 
is the responsibility of Assistant Gen- 
eral Counsel J. Smith Henley. Mr. 
Henley has four fulltime lawyers on 
his staff: Stanley R. Neustadt, Daniel 
R. Ohlbaum, Warren D. Quenstedt 
and Edward W. Hautanen. In addition, 
the division receives part-time services 
from General Warren E. 
Baker, Assistant General Counsel in 
charge of legislation Richard A. Solo- 
mon, Brendan McInenney and Edward 
F. Kenehan. The staff may soon be 
enlarged by two fulltime attorneys. 


Counsel 


With prospects for more and more 


Promotion Pays 


Sunday time on WNKB-TV 
West Hartford, Conn., usually 
devoted to network and film pro- 
grams, was turned into a station 
promotion that was commercially 
profitable when the principal stu- 
dios were opened to the public. 
Participations on a two-hour long 
telecast were sold to thirteen mer- 
chants. Drawn by the chance to 
see tv in action and to meet local 
stars in person 12,000 visitors 
came to the center in spite of a 
cold and rainy day. As a tie-in 
with the participations merchants 
were given booth space in the 
studios. Telecasts included inter- 
views with visitors, demonstra- 
tions by the merchants and enter- 
tainment. The open house was 





promoted by announcements on 
tv end radio. 














one 


litigation as more and more television 
stations seek changes in power, higher 
antennas, changed locations and new 
ownership, FCC Chairman George C. 
McConnaughey recently told the Sen- 
ate Appropriations Committee that the 
Commission would need a larger allo- 
cation for legal work. “Practically all 
unsuccessful applications for tv sta- 
tions,” he said, “carry their cases to 
the courts. Apparently they feel that 
they have already spent so many thou- 
sands of dollars that they might as 
well spend the relatively small addi- 
tional amount necessary to get another 
chance in the courts.” 


While it would seem that decisions 
without hearings are a primary cause 
of this litigation, Chairman McCon- 
naughey points out that actually 13 of 
the first 16 unsuccessful applications 
which went through hearings to final 
decisions were carried to the courts. 











E. STARK 


BROKE fi 
saan TELEVISION STATIONS 


= oe KAST SO” sTreet ELrpoRAce eee 


New YORK 22. % ¥ 


i 











TELEVISION AGE 


Report by Markets, 
June, 1955 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 


further 


information 


regarding the 


figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. 

In addition to set figures the two 
principal executives of each station are 


listed. 








Total commercial stations: 420 
Total markets: 272 

Total estimated b&w sets: 35,091,407 
Total estimated color sets: 18,191 


Totals 











City Station vht Uhf Color 
ALABAMA 
Birmingham WABT 321,380 oe 
Henry P. Johnston, p.; Charles F. 
Grisham, c. m. 
WBRC-TV 321,000 200 
J. Robert Kerns, v.p. & mung. d.; 
Oliver V. Naylor, g. sls. m. 
Decatur WMSL-TV 28,436 os 
Frank Whisenant, p.; Bill Guy, m 
& sis. m. 
Dothan witvy a —_ 
Mel Sa, v.p. & g.m.; F. E. 
Busby 
Mobile WALA- ive 101, 100 _ 
w. O. vet p.; H. K. Martin, 
exec. v. 
WKRG-TV—5 Sept. ’55 
Montgomery WCOV-TV 63, 170 —_ 
Hugh M. Smith, g. m.; Morris 
South, sls. m. 
WSFA-TV 898,110 _ 
Hoyt Andres, v.p. & m.; John ¢. 
Hughes, loc. sls. m. 
ARIZONA 
Mesa KVAR (see Phoenix) 
Phoenix KOOL-TV 120,610 — 
Charlies H. Garland, g. m.; Wil- 
liam J. Connelly, c. m. 
KPHO-TV 120,610 ‘_— 
Richard B. Rawls, g. m.; C. A. 
Larson, c. m. 
KTVK 142,179 200 
Sean Dillon, st. m.; Burton B. 
LaDow, c.m. 
KVAR 120,610 _— 
Richard O. Lewis, g. m.; E. W. 
(Bill) Harvey, c. m. 
Tucson KOPO-TV 33,605 —_ 
E. S. Mittendorf, g. m.; Paul 
Plunkett, sis. m. 
KVOA-TV 38,605 = 
R. B. Williams, g. m.; Bill 
Harvey, c. m. 
Yuma KIVA 26,282 —_ 
Ray C. Smucker, g.m., Patrick 
Carrick, sls. m. 
ARKANSAS 
Fort Smith KFSA-TV 36,604 — 
Weldon Stamps, g. m.; Roland 
Hundley, sls. m. 
Little Rock KARK-TV 108,120 —_ 


a a v.p. & g. m.; Lee 
Bryant, c. 
KATV (see Pine Bluff) 


Set Count: 








City Station Vhi Unt Color 
Pine Bluff KATV 108,120 ho 
John H. Fugate, ¢. m.; Bruce B. 
Compton, nat. sis. m. 
Texarkana KCMC-TV (see Texarkana, Tex.- 
Ark.) 
CALIFORNIA 
Bakersfield KBAK-TV 90,000 _ 
A. H. Constant, m. 
KERO-TV 146,398 — 
Gene DeYoung, p. & g. m.; John 
Barrett, tv. sls. m. 
Chico KHSL-TV 60,301 _ 
M. F. Woodling, st. m.; J. A. 
Pero, loc. sls. m. 
Eureka KIEM-TV 20,600 —_— 
William B. Smullin, p.; Donald 
H. Telford, st. m. 
Fresno KJEO 156,035 20 
Joseph Drilling, v.p. & bus. m.; 
W. O. Edholm, c. m. 
KMJ-TV 153,662 200 
Perry Nelson, m.: Wilson Lefler, 
sls. m. 
Los Angeles KABC-TV 2,058,196 _ 
Selig J. Seligman, ¢. m.; Elton 
Rule, gen. sls. m. 
KCOP 2,081,504 _ 
Jack Heintz, v.p. & g. m.; Amos 
Barron, sls. m. 
KHJ-TV 2,058,196 —_ 
John T. Reynolds, g. m.; Howard 
L. Wheeler, sls. m. 
KRCA 2,058,196 
Thomas C. McCray, g. m.; James 
Parks, sls. m. 
KNXT 2,167,800 584 
James T. Aubrey, Jr., g. m.; 
Robert D. Wood, gen. sls. m. 
KTLA 2,085,000 748 
Klaus Landsberg, v.p. & g. m.; 
Robert Mohr, sls. m. 
KTTV 2,085,252 — 
Richard A. Moore, v.p. & g. m.; 
John R. Vrba, nat. sls. m 
Sacramento KBET-TV 319,971 34 
J. H. Schacht, g¢. m.; George J. 
Kapel, sis. m. 
KCCC-TV 138,210 _ 
Ashley L. Robison, ex. v. p.; A. J 
Richards, v. p. chge. sls. 
KCRA-TV—3 Sept. °55 
Salinas KSBW-TV 492,371 _ 
John Cohan, g. m.; W. M. Oates, 
asst. m. 
San Diego KFMB-TV 290,000 65 
George Whitney, g. m.; Bill Fox, 
g. sls. m. 
KFSD-TV 285,533 30 
William E. Goetze, g. m.; Jay 
Grill, sls. m. 
San Francisco KGO-TV 1,079,450 —s 
ames H. Connolly, v.p.; Vincent 
A. Francis, Icl. sls. m. 
KPIX 1,079,450 355 
Philip G. Lasky, g. m.; Lou 
Simon, sls. m. 
KRON-TV 1,079,150 425 
Harold P. See, st. m.; Norman 
Louvau, sis. m. 
KSAN-TV 210,000 _ 
Norwood J. Patterson, g.m.; Allen 
Storm. c. m. 
San Luis KVEC-TV 85,371 —_ 
Obispo Les Hacker, g. m.; Si Darrah, 
¢e.m. 
Santa KEY-T 464,192 — 
Barbara Colin M. Selph. p.; R. Hill Car- 
ruth, rgnl. sls. m. 
Stockton KOVR 1,091,360 _ 
Terry Hamilton Lee, ex. v.p. & 
g.m.; William L. Rambo, sls. m. 
Tulare KVVG 175,000 _— 
Sheldon Anderson, g. m.: Bob 
Hill, sls. m. 
COLORADO 
Colorado KKTV 57,204 _ 
Springs James D. Russell, p. & g. m. 
Robert D. Ellis, v.p. & nat. sls.d. 
KRDO-TV 40,000 
Harry W. Hoth, Jr., p., g. m. & de. 
m. 
Denver KBTV 289,251 — 


Joseph Herold, st. m.; James F. 
Brown, nat. sls. m. 

KFEL-TV 289,251 45 

Gene O'Fallon, p. & g. m.; Frank 
Bishop, dir. & c. m. 


City Station vhi Unf Color 
KLZ-1 TV 289,296 — 
Hugh B. Terry, p. & ¢. m.; Jack 
Tipton, ¢. sls. m 
KOA-TV 280,251 100 
Don Searle, v.p. & ¢. m.; William 
F. MacCrystail, tv. sls. m. 
KFXJ-TV 10,960 a 
Rex G. Howell, p. & ¢. m.; E. 
Anson Thomas, v.p. chg. els 
KCSJ-TV 54,416 _— 
Ray J. Williams, p. & g. m. 
John Henry, sls. m 


Junction 
Pueblo 


CONNECTICUT 
WICC-TV 72,340 — 
Philip Merryman, p. & ¢. m.; 

Manning Slater, sis. m. 
WGTH-TV 291,209 = 
Fred W. Wagenvoord, 


Bridgeport 


Hartford 


New Britain 
B. Kenney, 
Erwin B. Needles sis. m. 
WNHC-TV 948,702 
Edward C. Obrist, m.; 
Callanan, sis. m. 
WATR-TV 210,858 —_— 
Samuel R. Elman, st. & c. m. 


New Haven 
J. Vincent 


Waterbury 


DELAWARE 
WDEL-TV 2,051,000 
Robert R. Nelson, ¢. m.; 

K. Feroe, c. m 


Wilmington 
Barton 


DISTRICT OF COLUMBIA 


Washington WMAL-TV 600,000 _ 
Frederick S. Houwink, g.m.; Neal 
J. Edwards, sis. m. 
WRC-TV 731,551 100 
Carleton D. Smith, v.p. & g. m.; 
Joseph Goodfellow, dir. of sls. 
WTOP-TV 681,600 o— 
George F. Hartford, v.p. for tv.; 
Robert A. J. Bordley, sls. m. 
WTTG 655,000 — 
Leslie G. Arries, Jr., g. m.; George 
Griesbauer, sls. m. 
FLORIDA 
Daytona Beach WMFJ-TV—2 July °55 
‘ort WITy 176,000 — 
Lauderdale Arthur L. Gray, g. & nat. sis. m. 
Fort Myers WINK-TYV 13,317 — 
J. Bauer, g¢. m.; Ken Parke, 
c. m. 
Jacksonville WdJHP-TV 81,000 *— 
T. S. Gilchrist, Jr.. g. m.; Willard 
Fraker, sls. m 
WMBR-TV 434,551 10 
Glenn Marshall, Jr., p.: Charles M. 
Stone, v.p. 
Miami WGBS-TV 134,760 oo 
Noran E. Kersta mng.d. & c.m 
‘TVd 322,800 65 
Lee Kuwitch, ex v.p. & g. m.; 
John S. Allen, v.p. & ¢. sls. m. 
Orlando WDBO-TYV 90,000 ae 
Harold P. Danforth, p., g. m. & 
sls. m 
Panama City WJDM 25,750 = 


Mel Wheeler, ¢. m.;: Milt de Reyna, 
nat. sls. m. 
Pensacola WEAR-TV 2,500 —_ 
Mel Wheeler, p. & ¢. m.; Milt de 
Reyna, Jr., asst. g. m. 
WPFA-TV 32,500 — 


Charles W. Lamar Jr., p 
(Continued on page 96) 


New Stations 
KMAU (3) Wailuku, Maui, Hawaii. 
J. Howard Worrall, pres. Free & 
Peters, rep. (Satellite of KcmB-tTv Hon- 
olulu). 
Afhli- 


pres. 


KLFY-TV 
CBS. 


(10) Lafayette, La 
Paul H. DeClouet, 
Venard, Rintoul & McConnell and 
Clark Brown, Paul H. DeClouet, 

2% ; Thomas A. DeClouet, v.p., 25%; 
Harold J. Delhommer, v.p., 25% ; John 
W. Mitchell, secy.-treas., 25% 

KSTF (10) Scottsbluff, Neb. Affili- 
ates: ABC, CBS, NBC and Du Mont. 
Robert S. McCraken, 
Hollingbery Co., rep. 


ate: 


reps. 


pres. George P. 
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FAIRBANKS 
HITS 48% 
SHARE-OF- 
AUDIENCE 
IN NEW 
YORK 


Throughout last year, “Douglas Fair- 
banks Jr. Presents” topped all syndi- 
cated shows in the nation’s top mar- 
ket: New York. Its average rating was 
18.5, share-of-audience over 40%. 
This year, it’s doing even better. In 
January, almost every other viewing 
home in New York was watching this 
show! (ARB) 


“DOUGLAS 





ABC FILM 
SYNDICATION, INC. 
7 West 66th St., N. Y. 
CHICAGO - ATLANTA - HOLLYWOOD - DALLAS 
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Set Count (Contd from 95) 





City Station Vhf Unf Color 
St. WSUN-TV 145,000 _ 
Petersburg Charles L. Kelly, g. m.; Bernard 
L. Kobres, tv sls. m. 
Tampa WFLA-TV 185,000 
George W. Harvey, g. m. : William 
B. Faber, sls. m. 
WwTvTt 185,000 20 
W. Walter Tison, g.m. & c. m. 
West Palm WIRK-TV 47,609 _ 
Beach Joseph S. Field, Jr.. p. & &. m.; 
Sherlee Barish, opertns. m. 
WINO-TV 262,500 _ 
Tom Eiland, g. m.; W. F. Housner, 
sls. m. 
WEAT-TV 231,000 —_ 
J. R. Meachem, p. & g. m.; Ed. 
J. Hennessy, sls. m 
GEORGIA 
Albany WALB-TV 45,000 _— 
James H. Gray, p.; Tom Still- 
wagon, g. m. 
Atlanta WAGA-TV 462,000 50 
Glenn Jackson, mng. 4d.; Jack 
Collins, m. 
WLW-A 465,000 _ 
Harry LeBrun, g. m.; Guy Tiller, 
e. m. 
WwaQxI-TV 25,226 
R. W. Rounsaville, o.; John Ful- 
ton, mng. d. 
WSB-TV 485,725 200 
John M. Outler, Jr., g. m.; Marcus 
Bartlett, st. m. 
Augusta WJBF 151,704 50 
Donald M. Kelly, Jr., v.p. g. m. & 
sls. m. 
WRDW-TV 138,688 _ 
W. Ray Ringson, g. m.; J. W. 
Hicks, mng. d. 
Columbus WDAK-TV 136,675 oo 
E. F. MacLeod, st. m.; Joe Wind- 
sor, ¢. m. | 
WRBL-TV 169,894 _— 
J. W. Woodruff, Jr.. p. & g. m.; 
George Jenkins, loc. c. m. 
Macon WMAZ-TV 96,284 — 
Wilton E. Cobb, g. m.; Frank 
Crowther, ¢. m. 
WNEX-TV 62,032 —_ 
E. K. Cargill, g. m.; Jack Robin- 
son, c. m. 
Rome WROM-TV 164,940 a 
Ed McKay, m.: Chas. Doss, c. m. 
Savannah WTOC-TV 63,721 — 
W. T. Knight, Jr.. p. & g. m.; 
Ben Williams, c. m. 
Thomasville WCTV—6 Summer °55 
IDAHO 
Boise KBOI 15,650 — 
Westerman Whillock, g. m.: Earl 
Glade, Jr., st. & c. m. 
KIDO-TV 41,900 _ 
Walter E. Wagstaff, v.p. & g. m.; 
Barry Tucker, sls. m. 


Idaho Falls 


Bloomington 


Champaign 


Chicago 


Danville 


Decatur 


Harrisburg 
Peoria 


Quincy 


KID-TV 36,419 — 
C. N. Layne, g. m.; Claude Cain, 
sls. m. 
ILLINOIS 
WBLN-TV 113,242 _ 
—— Henry, g. m.; John Spahr, 
m. 
WCiA 307,000 _— 
A. C. Meyer, p.; Guy Main, sls. m. 


WBBM-TV 2,010,000 1,000 
H. Leslie Atlass, v.p. & g. m.; 
George Arkedis, sls. m. 


WBKB 2,255,000 _ 
Sterling C. Quinlan, v.p.; James 
Beach, sls. m. 


WGN-TV 2,080,000 

Frank P. Schreiber, g. m. Theo- 
dore Weber, sls. d. 

WNBQ 2,120,000 

Jules Herbuveaux, g. m.; 
Beaston, sls. m. 

WDAN-TV 50,000 

Max — st. m.; John D. Eck- 
ert, sls. d. 

WTVvP 160,000 


Floyde 


Shaun F. Murphy, st. m.; Dean 
Bafford, acting c. m. 

WSIL-TV 34,692 _ 

oO. L. Turner, st. m. 

WEEK-T 231,056 485 


Fred C. Mueller, g. m.; William 
J. Flynn, sls. m. 


WTVH-TV 231,056 *— 

Edward G. Smith, g. m.; John 
Leslie, sls. m. 

KHQA-TV 156,450 a 

Walter Rothschild, ¢. m.; Paul 
Millen, asst. nat. sls. m. 

WGEM-TV 150,000 _— 

Joe Bonansinga, g. m.; James E. 


Muse, c. m. 


City 
Rockford 


Rock Island 


Springfield 


Anderson 
Bloomington 


Elkhart 


Evansville 
Fort Wayne 


Indianapolis 


Lafayette 
Muncie 


Notre Dame 
South Bend 


Terre Haute 


Waterloo 


Ames 


Cedar Rapids 


Davenport 


Des Moines 


Fort Dodge 
Mason City 


Sioux City 


Waterloo 


Great Bend 
Hutchinson 
(Wichita) 


Pittsburg 


Topeka 


Wichita 


Henderson 


Lexington 


Station vhi Unf Color 

WREX- Tv 256,600 _ 

Joe Baisch, g.m.; Al Bilardello, 
sls. m. 

witvo 100, —_ 

Harold Froelich, st. m.; Edward 
Ruppe, sls. m. 

WHBF-TV 295,201 —_— 

Leslie C. Johnson, v.p. & g. m.; 
Maurice Corken, asst. g. m. & 
sls. d 

wics 103,580 —_ 

Milton D. Friedland, g. m.; War- 
ren King, loc. c. m. 

INDIANA 

WCBC-TV—461 July °55 

WTTyv 632,097 200 

Robert Lemon, g. m.; Norman 
Cissna, asst. m. & sls. d. 

WSJV-TV 208,139 _ 

John F. Dille, Jr.. p.: John J. 
Keenan, c. m. 

WFIE-TV 94,315 — 

Ted Nelson, g. m. & natl. sls. m.; 
Jay Sondheim, loc. sls. m. 

WEHT (see Henderson, Ky.) 

WKJG-TV 132,547 _— 

Edward G. Thoms, v.p. & g. m.; 


Carleton B. Evans, c. m. 
WIN-T (see Waterloo) 


WFBM-TV 665,000 175 

William F. Kiley, Jr., g. m.; Don 
Menke, c. m. 

WISH-TV 665,000 125 

Robert B. McConnell, v.p.; Robert 
F. Ohleyer, sls. m. 

WFAM-TV 71,500 

O. E. Richardson, o. & p.; Herbert 
Nelson, m. & sls. m. 

WLBC-TV 107,250 20 

W. F. Craig, v.p. 

WNDU-TV—46 July °55 

WSBT-TV 206,473 25 

Neal B. Welch, g. m.; Richard W. 
Holloway, nat. sis. m. 

WTHI-TV 154,000 © am 

J. M. Higgins, g. m.; Ken Wil- 
liams, loc. sls. m. 

WIN-T 133,478 *— 

Ben B. Baylor, Jr... v.p. & g. m.; 
Robert C. Currie, Jr., prog. m. 

IOWA 

WOI-TV 315,600 _— 

Richard B. Hull, st. m.; Robert C. 
Mulhall, sis. m. 

KCRG-TV 116,333 _ 

Wade S. Patterson, g. & sls. m. 

WMT-TV 269,900 1 

William B. Quarton, g. m.; Lewis 
Van Nostrand, g. sls. m. 


Wwoc-TV 295,165 — 

Ernest C. Sanders, resident m.; 
Mark Wodlinger, sls. m. 

WHO-TV 302,000 30 

Paul A. Loyet, v.p. & res. m.; 
Harold W. tog sls. m. 
C-RNT-TV—8 Aung. °55 

KQTV 36,812 _ 

Edward Breen, p. & g. m.; Max 
Landes, sls. m. 

KGLO-TV = 135,932 _— 


Herbert R. Ohrt, ex. v.p. & g. m.; 


Walter Rothschild, nat. o, m. 
KTIV 152,835 _— 
Dietrich Dirks, p.; L. L. McCurnin, 

sls. m. 

KVTV 152,835 25 
Robert R. Tincher, v.p. & g.m.; 
Donald D. Sullivan, adv. d. 
KWWL-TV 162,159 200 
R. J. McElroy, g. m.; Don E. 

Inman, sls. d. 

KANSAS 
KCKT 126,258 — 
Les Ware, ¢. m.; Otis Cowan, 

ec. m. 

KTVH 199,012 _— 
Howard 0. Peterson, g. m.: E. W. 

Dallier, sle. m. 

KOAM-TV 99,081 om 
R. E. Wade, g. & sls. m 

WIBW-TV 488,604 11 
Ben Ludy, g. m.; Hilton Hodges, 

sls. m. 

KAKE-TV 225,000 — 
Martin Umansky, ¢. m.; Bryce 

Bennedict, sls. m. 

KEDD 148,356 — 
Stanley Durwood, p. & g. m.; 

Dean Campbell, sls. m. 

KENTUCKY 
WEHT 82,897 25 
Cecil M. Sansbury, g. m.; Roger 

Garrett, asst. m. 

WLEX-TV 


v-p. & gz. m.: 
sls. m. 


Harl L. Boyles, ex. 
Jim Pennock, 














City Station vni Unf Color City Station Vhit Unf Color 
Louisville WAVE-TV 460,360 29 Flint Ww. JRT—12 Summer "55 
Nathan Lord, g. m.; Ralph Jack- Grand Rapids WOOD-TV 527,564 20 
son. ¢. m. Willard Schroeder, g. m.; Arthur 
WHAS-TV 205,544 — M. Swift, gen. sls. m. 
Victor A. Sholis, d.; Albert J. Kalamazoo WKZO-TV 579,381 200 
Gillen, sls. d. Carl E. Lee, v.p. & mong. d.; 
Donald W. DeSmit, sls. *. ose 
. Lansing W4JIM-TV 130,000 
LOUISIANA Harold F. Gross, p. & g. m.; Rich- 
Alexandria KALB-TV 107,600 _ ard E. Nason, oprtns. d. 
Willard L. Cobb, g. m.; Marvin WTOM-TV 57,130 _ 
Reuben, sls. m. Thomas B. Shull, p. & st. m.; 
Baton Rouge WAFB-TV 80,000 _ Roger S. Underhill, sls. m. 
Tom E. Gibbens, v.p. & g. m.; Marquette WAGE-TV—6 July ’5* 
Ron Litteral, sls. m. Saginaw WKENX-TV 140,000 6 
WBRZ 145,000 — Howard H. Wolfe, st. m.; Robert 
J. Roy Dabadie, g. m. M. Chandler, sls. m. 
Lake Charles KPLC-TV 66,781 Traverse City WPBN-TV 40,475 _ 
David Wilson. g¢. m.; Pelham Mills, Les Biederman, p. & g. m.; R. E. 
Jr., c. & opertns. m. Detwiler, asst. g. m. & sls. m. 
KTAG-TV 62,167 —_ ay 
William F. Hession, ¢. m.; | MINNESOTA 
Harper Clark, sls. m. Austin KMMT-TV 54,515 
Lafayette KLFY-TV ——— _ Gene Loffler, m.; Don E. Inman, 
W. H. Patton. g.m. sis. d. 
Monroe KNOE-TV 215,000 —_ Duluth KDAL-TV 106,500 _ 
Paul H. Goldman, v.p. & g. m.; (Superior) Dalton Le Masurier, g. m.; Odin 
Jack Ansell. Jr.. sls. & prom. 4 S. Ramsland, c. m 
New Orleans WDSU-TV 325,516 125 WDSM-TV 106,000 —_ 
Robert D. Swezey, ex. vp. & | Rodney A. Quick, g. m.; Martin A. 
g. m.; A. Louis Read, v.p. & | Olson, tv. sls. m. 
¢. m. | Minneapolis- KSTP-TV 615,000 200 
W4IMR-TV 131,711 121 | St. Paul Stanley E. Hubbard, p. & g. m.; 
George A. Mayoral, exec. v.p. & Marvin Rosene, gen. sls. m. 
g. m.¢ Paul Beville, sls. m. | WCCO-TV 575,400 500 
Shreveport KSLA 83,000 _ F. Van Konynenburg, v.p. & g. m 
Don George, p. & g. m.; Deane R. Robert N. Ekstrum, sls. m. 
Flett. nat. sls. m. WTCN-TV 580,000 _ 
KTBS-TV—3 Sept. 1 °55 Miller C. Robertson, v. p. & g. m.; 
m David Cole, tv sls. m. 
MAINE KEYD-TV 585,000 
Bangor WABI-TV 103,000 _ Lee L. Whiting, v.p., g. m. & ols. 
Leon P. German, Jr., g. m.; Mil- m.; Raymond J. Tenpenny, asst. 
ton Chapman. loc. sls. m. gs. ‘m. 
W-TWO 79,000 — | Rochester KROC-TV 164,668 _ 
Murray Carpenter, p. & treas.; Williard Lampman, st. m.; War- 
Rudolph Marcoux, bus. m. ren L. Miller, gen. sls. m. 
Poland Spring WMTW 261,709 _ 
John H. Norton, Jr., v.p. & g. m.;: MISSISSIPPI 
Paul Tiemer, sls. m. Columbus WCBI-TV 15,000 ae 
Portland WCSH-TV 164,343 50 Bob McRaney, g. m.; Joseph Car- 
William H. Rines, mng. d.:; Jack son, st. m. 
S. Atwood, st.m & sls. m. Jackson WwiTV 72,401 10 
WGAN-TV 136,078 oe —_ Jay Scott, g. m.: John Croft, c. m. 
Creighton E. Gatchell, v.p. & | WLBT 122, 765 
g.m.; Richard E. Bates, sls. m. Fred Beard, g. m.; Frank Gentry, 
. ¢e. m. 
MARYLAND WSLI-TV 117,000 —_ 
Baltimore WAAM 599. 342 Owens F. Alexander, m.; Bill 
Ken Carter, g. m.; Armand Grant. Carlier, sls. m. 
asst. g. m. & sls. Meridian WTOK-TV 60,000 _ 
WBAL-TV 602,340 100 Robert F. Wright, p. & g. m.; 
Leslie H. Peard, Jr., st. m.: F. William B. Crooks, v.p. & c. m. 
W. Cardall. bus. m. 
WMAR-TV 602,840 90 MISSOURI 
E. K. Jett, v.p. & tv. d.; Ernest Cape KFVS-TV 116,2 = 
A. Lang, ¢. m. Girardeau Robert O. Hirsch, st. m.; Jack 
Salisbury WBOC-TV 50,715 a Ramey, sls. m. 
John W. Downing, p.; Charles J. Columbia KOMU-TV 63,295 om 
Truitt, v.p., g. m. & sls. m. Claude F. Ratliff, Jr., st. m.; John 
O. Conwell, sls. m. 
MASSACHUSETTS Hannibal KHQA-TV (see Quincy, Il.) 
Adams WMGT 175,066 _ Jefferson City KRCG-TV _ 
(Pittsfield) John T. Parsons, m.; William P. Betty C. Handy, p. 
Geary, sls. m. Joplin KSWM-TV 90,000 12 
Boston WBZ-TV 1,300,264 64 Austin A. Harrison, p.; D. T. 
W. C. Swartley, g. m.; C. H. Knight, loc. sls. m. 
Masse. sls. m. Kansas City KCMO-TV 483,376 110 
WNAC-TV 1,300,264 _— E. K. Hartenbower, g. m.; S. B. 
Norman Knight, ex. v.p. & g. m.:; | Tremble, c. m. 
a H. Bateson, sls. serv. | KMBC-TV 483,376 110 
| John T. Schilling, v.p. & g. m.: 
Cambridge WTAO-TV 195,000 — George J. Higgins, v.p. & sls. m. 
(Boston) Theodore B. Pitman, Jr., g. m. & WDAF-TV 489,535 11 
c. m. Wm. A. Bates, st. m.; E. Manne 
Springfield WHYN-TV 185,000 Russo, sls. m. 
Charles N. DeRose, g. m. : Patrick St. Joseph KFEQ-TV 135, 445 
J. Montague, c. m. B. Pitts, g. m.; Glenn G. Griswold, 
WwwLPe 176,000 12 ce. m. 
William L. Putnam, g. m.; James St. Louis KSD-TV 773,922 65 
H. Ferguson, Jr., sls. ‘m. George M. Burbach, g. m.; Guy 
Worcester WWOR-TV 98,377 == E. Yeldell, sls. m. 
Anse] E. Gridley, v.p. & g. m.: KTVI 335,607 —_— 
Leonard V. Corwin, c. m. John [. Scheuer, Jr., ex. v.p. & 
Ss. us James R. Bonfils, loc. 
MICHIGAN sls. m. 
Ann Arbor WPAG-TV 25,000 _ KWK-TV = 725,000 200 
Edward F. Baughn. v.p. & g. m.: Robert T. Convey, p. & m.; 
Kenneth MacDonald, sis. m. V. E. Carmichael, v.p. & “sls. a. 
Bay City WNEM-TV 312,555 75 Sedalia KDRO-TV_ 57, 
Harry E. zee. g. m.; James H. W. Brandes, g. m.; Jimmy 
Gerity, Jr., Glenn, sls. m. 
Cadillac WWTV So. 546 — | Springfield KTTS-TV 65,987 10 
David F. Milligan, g. m.: John F. G. Pearson Ward, v.p. & g. 
Cundiff, sls. m. KYTV 77,410 20 
Detroit CKLW-TV 1,496,000 a R. L. Stufflebam, co-mgr. & c. m.; 
J. E. Campeau, p. & g. m.: E. Carl Fox, co-mer. 
Wilson Wardell. gen. sls. m. . 7 
WIBK-TV 1,553,2'7 450 MONTANA 
Bill Michaels, mn; d.; Maurice Billings KOOK-TV 22, ome 
McMurray, nat. sis. m. Vv. V. “Bud” Clark, g. m.; John 
WW4-TV 1,530,000 300 H. Conner, c. m. 
Edwin K. Wheeler, ¢. m.; Don Butte KXLF-TV ——— —_— 
DeGroot, asst. g. m. Jim Manning, 


WXYZ-TV 1,501,000 
James G. Riddell, p. & g. m. : John 
F. Pival, v.p. 


E. B. Craney, p.; 
m 


&. ° 
(Continued on page 98) 


RHEINGOLD 
SPONSORS 
“FAIRBANKS” 

AGAIN ... 
3rd YEAR 
IN A ROW! 


In January, almost every other view- 
ing home in New York was watching 
“Douglas Fairbanks Jr. Presents", 
(ARB, January 55)! Rheingold Beer 
is so impressed, they're sponsoring 
Fairbanks regionally for the 3rd 
consecutive year. Many markets 
available for first run. 'Nuff said! 


“DOUGLAS 
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City Station Vht Unf Color 


Set Count (Cont'd from 97) . oo one 


Ervin F. Lyke, p. & §. @M.; 
R oO M E R oO City Station Vhti Unt Color Arthur Murreliwright, sls. m. 
432,800 _ 


Schenectady WRGB 

















Great Falls KFBB-TV 22,000 ow C. (Albany- Raymond W. Welpott, st. m.; Rob- 
| a Anal = m.; _™ Troy) ert F. Reid, sis. m. 
yi | Syracuse WHEN-TV 361,220 350 
iS OPS | Missoula KGVO-TV 19,500 . Pau! Adanti, vp. & §. m.; 
A. J. Mosby, m.; Hugh Bader, loc. Frederick Menzies, c. m. 
sls. m. WSYR-TV 365,820 300 
i E. R. Vadeboncoeur, p. & g. m.; 
IN HIS. NEBRASKA W. R. Alford, nat. sls. d. 
Holdrege KHOL-TV 66,124 — Utica WKTV 163,000 210 
(Kearney) Jack Gilbert, st. m.; Al McPhil- Michael C. Fusco, g. m. & sls. m. 
lamy, els. m. 
Lincoln KOLN-TV 124,513 _ NORTH CAROLINA 
' IME SPO T IN —— > =: Seeae L. Asheville WISE-TV 36,500 
| . Bug Harold H. Thoms, g. m.; Joseph 
| Omaha KMTV 302,935 150 oo Bae ° 
Owen Saddler, ex. v.p. & g. m.; WLOS-TV 314,130 = 
Arden Swisher, g. sis. m. Charles B. Britt, ex. v.p.; Bradley 
CINCINNATI! WOw-TV 302,035 ome H. Roberts, ¢. m. 
Frank P. Fogarty, v.D. & &. m.; Charlotte WBTV 491,159 64 
: __Fred Ebener, sis. m. Charles H. Crutchfield, ex. v.p. & 
Scottsbluff KSTF ee —_ g. m.; Wallace J. Jorgenson, gen. 
William C. Grove, g. m.; C. P. sls. m. 
Yes, Passport to Danger, starring Cahill, c. m. wamMc 56,338 — 
. ; age ee Hugh Deadwylder, st. m.; Nick 
Cesar Romero, is going over big in | NEVADA Carter, loc, & rgnl. sls. m. 
os Z . , Henderson KLRJ-TV 28,780 6 | Durham WTvVD 232,020 —_ 
Cincinnati, with a 25.6 rating and an Bob Gardner, g. m.; Pat Burke, Harmon Duncan, st. m.; Mike 
. 2 , loc. sls. m. Thompson, sls. m. 
impressive 48.2% share-of-audience Las Vegas KLAS-TV 28,2: —_ Greensboro WFMY-TV 315,642 63 
R. G. Jolley, p. . gs. m.; Marian Gaines Kelley, ¢. m.; William 
(source: ARB, Feb. 1955). In San Y. Komar, sls. m. Baskerville, c. m. 
F : . ae . . Reno KZTV 19, 140 Greenville WNCT 109,450 
rancisco, in Louisville, in city after Harry Huey, g. m.; Richard Colon, A. Hartwell Campbell, g. m. : John 
; develpt. dir. G. Clark, Jr., c. m. 
city, the story’s the same. For ex- = Raleigh WNAO-TV 124,440 
" N AMP: John H. Bo Ez Wel 
ample, here are more ARB ratings: as ae re 6. es elde 
Manchester WMUR-TV 390,000 — | Wilmington WMFD-TV 50,003 —— 
PITTSBURGH 43.3 68.9% share Norman A. Gittleson, ex. vp. & R. A. Dunlea, Jr.. m.: Claud 
| g. m.; Gordon E. Moore, sis, m. | O’Shields, sls. m. 
JACKSONVILLE 37.0 86.7% share Mt. Washing- WMTW (see Poland Spring, Me.) Winston- WSJS-TV * 274,706 110 
ton P - , ° Ws 
SAN ANTONIO 26.1 56.4% sha Salem Harold Essex, v.p. & g. m.; Harry 
iuleiieas ° aaa 2 Ye — NEW JERSEY B. Shaw, sis. m. 
; .6% share : te : WTOB-TV 39,054 — 
Newark WATV 4,290,000 = John G. Johnson, g. m. 
Irving R. Kosenhaus, p. & g. m.; 
i , Williz awi 5. d. 
All this, plus the fact that Romero’s illiam Crawford, sls. d NORTH DAKOTA 
available to do commercials. No NEW MEXICO | Bismarck ab 4 TV 27,750 _ 
E. Fitzsimmonds, ex. v.pD.; 
wonder he has so many happy Albuquerque _— TV 58,197 ae we L. Anderson, sls. m. 
R. Hebenstreit, p.; George | Fargo WDAY-TV 67,250 —_— 
sponsors! _ ec. m. Tom Barnes, g. m. & sls. m. 
KOAT-TV 53,496 KXJB-TV (see Valley City) 
Ted L. Snider, st. m., Mel Drake. Minot KCJB-TV 30,120 
gen. sis. m. John W. Boler, p. & g. m. Her- 
CESAR ROMERO starring in KOB-TV 58,197 man Burkart, c. m. 
, g eee Wayne Coy, p. & g. m.; Rolf ‘Ss. Valley City KXJB-TV 80,000 300 
Nielsen, tv sls. m. John W. Boler, p. & g. m.; Wm. L. 
Roswell KSWS-TV 27,917 _— Hurley, v.p. & g. m. 
John A. Barnett, 0. & g. m.; Paul | 
B. McEvoy, sis. d. | OHIO 
ew w | Akron WAKR-TV 174,066 —_ 
NEW YORK S. Bernard Berk, p.; Roger G. 
Albany WROW-TV 165,000 —_ _Berk, v.D. & g¢.m. 
(Schenee- ‘Thomas S. Murphy, g. m.; Harry Ashtabula WICA-TV ; 116,285 me 
tady-Troy) L. Goldman, st. m. John A. Colin, g. m.; Donald 
Binghamton WNBF-TV 329,890 20 ’ ; Fassett, bus. m. 
George R. Dunham, g. m.; Stanley Cincinnati WCPO-TV 724,140 ~~ 
N. Heslop, g. sls. m. Glenn Clark Miller, asst. g. m.; 
Bloomingdale WIRI 83,333 Cc. L. (Chick) Doty, sls. d. 
(Lake Placid) Carl F. Stohn, p., g. m. & sls. m. WKRC-TV 717,145 1,000 
Buffalo WBEN-TV 462,75 58 200 U. A. Latham, g. m.; Robert T. 
George R. Torge, st. m.; Nicholas Schlinkert, g. sls. m. 
J. Malter, sis. m. WLW-T 525,000 92 
WBUF-TV 170,000 — R. E. Dunville, p.; Robert Boul- 
Gary L. Cohen, ex. v.p.; Bob 3 ware, &. Mm. 
Brennan, sis. m. Cleveland WEWS 1,095,640 —_ 
WGR-TV 908,894* 246 James C. Hanrahan, g. m.; John 
Joseph J. Bernard, st. m.; Ollie Ht. Foley, loc. sls. m. 
Howard, lcl. sls. m. *Incl. Can- WNBK 1,195,000 107 
adian total. — §- et : eae 
Carthage WCNY-TV 63,340 — were on OY GES, Me 
(Water- James W. Higgins, st. d.; Alfred WXEL 1,089,000 s 7-9 
town) M. Tauroney, sls. m. it — mng. d.; R. C 
Kingston WENY-EV 30,000 =— Columbus § WBNS-TV 450,636 = 
Robert M. Peebles, g. m. & sls. m. Richard A. Borel. tv d.: Robert 
New York WABC-TV 4,481,006 ao “i 3 
D. Thomas, sls. m. 
Ted Oberfelder, g. m.; Lawrence WLW-C 350,800 a 
L. Wynn, sis. m. 4 
, P James Leonard, v.p. & g. m.; 
WABD 4,481,000 3,000 Charles Dodsworth, sls. d. 
George L. BarenBregge, st. m.; WTVN-TV 434,154 = 
™. genet sls. m. Joseph W. McGough, g. m.; Rob- 
weaned nanan ) > ert C. Wiegand, asst. g. m. 
. TV 4,481, 3,000 Dayton WHIO-TV 637,330 _ 
Sam Cook Digges, g. m.; Frank Robert H. Moody, g. m.; Walter 
Shakespeare, sis. m. _ Maeve cn 
WOR-TV 4,481 1000 WLW-D 331,000 Sic 
me oo g. m.; Charles Phil- H. Peter Lasker, v.p. & g. m.; 
WPIX 1,481,000 George Gray, c. m. 
os — ’ = Lima WIMA-TV 76,211 — 
Fred M. Thrower, g. m.; John A. Robert W. Mack, v.p. & g. m.;: 
Paterson, sls. m. Cc. B. iin aie on . - 
WRCA — 4,481,000 3,000 Steubenville WSTV-TV 1,083,900 _ 
Hamilton Shea, g. m.; Jay J. John J. Laux, exec. v.p. & g. m.: 
ABC FILM oe wala oan - Joseph M. Troesch, asst. g. m._ 
SYNDICATION, ING. William Fay. v.p. & g. m.; Jew, | Toledo ak, Wak ae. 4 ene. 2: 
7 West 66th St., N. Y. wate ateale gen, sls. m. Bill Ashworth, nat. sls. m. 
C. Glover DeLaney VP. & & m.: Sage eS =p ad a 
‘ . VD. & g. m.; Will F. Maag, Jr., p.: Mi 
CHICAGO « ATLANTA « HOLLYWOOD « DALLAS LeMoine C. Wheeler, sls. m. yee Ay By 3 : — 
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City Station vht Uht Color City Station vot Unt Color 
WKBN-TV 148,588 100 | Wilkes-Barre WBRE-TV 254,000 100 
W. P. Williamson, Jr., p. & g. m.; David M. Baltimore, v.p. & g. m.; 
J. L. Bowden, st. d. e Ernest, Lewis, ols. m. ¥ 
Zanesville WHIZ-TV 45,000 y -TV ,000 _ 
Allan Land, mng. d.; Nate Milder, Roy E. Morgan, ex. v.p.; Thomas 
sls. d. | P. Shelburne, m. d 
| Work See 914,000 . Fm 
| Richard E. Burg, st. m.; Robert 
OKLAHOMA M. Stough, sls. m. 
Ada KTEN 182,000 _ WSBA-TV 97,000 a 
Bill Hoover, v.D. & g. m.; Brown | Louis J. Appell, Jr... p.; Cc. L. 
Morris, sec. treas. & st. m. Doty, v.p., €. m. & c. m. 
Enid KGEO-TV 265,421 
George Streets, g.m.; Tom Belcher, | RHODE ISLAND 
sls. m. | 
Lawton ge og 64,680 — | Providence WJAR-TV 1,404,002 200 
. N. Goode, comptroller; Ross B. Peter B. James, st. m.; Ed Bog- 
et g. m. hosian, sls. m. 
Muskogee KTVX 248,750 on WNET-TV 95,300 = 
L. A. Blust, Jr.. vp. & g. m.; Abraham Belilove, v.p.; E. James 
Ben Holmes, nat sls. d. McEnaney Jr., g. m. & c. m. 
Oklahoma = KTVQ_ 167,381 — | WPRO-TY ——— —_ 
City ae ae = Wiliam S. Cherry, Jr., p. 
— 2 el g. m.; Fred L. SOUTH CAROLINA 
ance, sis. 
WKY-TV 331,442 118 | Anderson WAIM-TV 127,550 _ 
P. A. Sugg, ex. v.p. & st. m.; Glenn P. Warnock, g. m.; Fisher 
John Haberlan, nat. tv c. m. Darden, c. m. 
Tulsa bg me m 60 Charleston WCSC-TV 183,677 oo 
. Wrede tersmeyer, Dp. &. m.: Roland Weeks, m. & nat. sls. m.; 
Jim Richdale, c. m. Ralph E. Thornley, rgnl. sls. m. 
KV0O-TV 248,000 100 =| WUSN-TV 174,602 
Cc. B. Akers, g. m.; John Devine, J. Drayton Hastie, p.; Phil Porter. 
ec. m. field, nat. sls. m. 
Columbia WCos-TV 82,000 — 
. Chas. W. Pittman, g. m.; Wayne 
OREGON Poucher, sls. m. 
Eugene KVAL-TV 51,000 —_ WIS-TV 162,508 —- 
S. W. McCready, vp. & g. m.; | Charles A. Batson, mng. d.; Law 
Glenn Nickell, sls. m. | Epps, sls. m. 
Klamath Falls KFJI-TV—2 Summer '55 | WNOK-TV 80,000 — 
Medford KBES-TV 27,100 _— H. Moody McElveen, Jr., g. m. & 
Jerold R. Poulos, m.; Edward | sls. m. 
Barnett, c. m. Florence WBTW 122,520 == 
Portland KOIN-TV 287,400 50 J. William Quinn, mng. d.; John 
C. Howard Lane, mng. d.; John H. Brock, loc. sls. m. 
Palmer, nat. els. m. | Greenville WFBC-TV 443,850 _— 
KPTV 254,573 100 | B. T. Whitmire, m.; R. Q. Glass, 
Russell K. Olsen, mng. d.; Charles | Jr., sls. m. 
R. White, sls. m. WGVL-TV 125,000 om 
KLOR 286,000 _ Ben K. McKinnon, v.p., g. m. & 
S. John Schile, g. m.; Jack Was- sls. m. 
son, loc. sls. m. 
SOUTH DAKOTA 
PENNSILVANEA Rapid City KOTA-TV—3 July ’55 
Altoona WFBG-TV 496,528 — Sioux Falls KELO-TV 123,171 — 
Jack Snyder, mng. 4d.; George Joseph L. Floyd, p.; E. A. Nord 
Burgeon, oper. m. g. m. 
Bethlehem WLEV-TV — , —_ 
Thomas R. Nunan, Jr., st. m.; ie 
J. R. Gulick, nat. sls. m. TENNESSEE 
Easton WGLV 84,015 — , - 
J. R. Porterfield, g. m.; Nelson S. Chattanooga nee —— 
i wee guna 150 H. Segler, sls. m. mare 
Erie ICU ae ler, - m. 
Ben McLaughlin, g. m.; Karl R. Jackson py On ae a Fans 
— ~~ 71,000 ~ Jack Murphy, sls. m. 
Charles E. Denny, g. m.; Don Johnson City WJHL-TV 168,123 — 
Boyce, c. m. a . W. H. Lancaster, Jr., v.p. & g. m. 
Harrisburg = WCMB-TV —_ a | ee TP ite eon bccn 
RY Smith, € — 002 an John T. McCloud, c. m. 
A. K. Redmond, g. & c. m. WTSK-TV 101,890 30 
WTPA r 193, 002 John A. Engelbruht, p. & g. m.; 
David J. Bennett, g. m.; Allen P. ow wane van = c. m. 
Solada, sls. m “ wwe _ 
Johnstown WARD-TV — = — vp. & g. m.; L. O. 
Robert R. Nelson, g. m. P wMcr Ss ox 
WJAC-TV 878,121 290 
Alvin D. Schrott, g. m.; John H. H. ye epee = _ oe ee 
Hepburn, sls. m. - ae 2 ° 
Lancaster WGAL-TV 823,448 Nashville a ge Mog _ 
Harold E. Miller, st. m.; Leroy a > Fg me con Be s. m.; 
Strine, c. m. =. aaa ° 
Philadelphia WCAU-TV 1,904,946 + aa Ene 
Donald W. Thornburgh, p. & g. m.; Waugh - oe Jr., p.; Irving 
why alsnaee’ anes | om Hickory | WLAC-TW 247,542 55 
Roger W. Clipp, g. m.; Kenneth (Nashville) a gar Bo Cas v.p. & g. m.; 
W. Stowman, gen. sls. m. - W. (Bill) Walker, c. m. 
WPTZ 2,035,222 370 
R. V. Tooke, g. m.; Alexander W TEXAS 
Dannenbaum, Jr., c. m. . ~ 
Pittsburgh § KDKA-TV 1,134,110 100 | Abilene png A ae — 
Harold C. Lund, g. m.; Lloyd G. | — ra, m.; Forest Lane, 
wane _ eee a Amarillo KFDA-TV 71,620 ae 
Larry H. Israel, v.p. & g. m - os m.; Dan Hayslett, 
Donald P. Menard, sls. m. yy : 
Readi WEEU-TV 95,000 — KGNC-TV = 71,620 
oe ilaes Sas a Sen = Bob Watson, m.; Bill Clarke, sls 
Richard Creitz, rad. tv sls. d. 
’ Austin KTBC-TV 115,573 10 
WHUM-TV 219,870 os ’ 
Humboldt J. Greig, p.: Robert M. J. C. Kellam, g. m.; 0. P. (Bob) 
Reuschle, nat. sls. m. —— Bobbitt, sls. m. 
Seranton WARM-TV 200,000 =— jumont KBMT 44,000 — 
William Dawson, g. m.; Sam Randolph C. Reed, p. & m. 
Feigenbaum, sls. m. ee ge ae — oe i. 
WGBI-TV 250,000 — , - V.p. ° 3 
Robert E. McDowell, st. m.;George _— M. Johnson, sls. & oprtns. 
D. Coleman, nat. sls. m. . . e. 
WTVU 250,000 — Big Spring KBST-TV—9 July ’55 


Thomas W. Jones, g. m.; George 
Winterstein, prgm. d. 


(Continued on page 100) 


WILKES- 
BARRE 


GOES FOR 


ROMERO. 


AND HOW! 


Cesar Romero, starring in Passport 


to Danger, is as “‘hot’’ in Wilkes- 


Barre as he is in other cities, with a 
16.9 rating plus 39.7% share- 
audience (source: ARB, Feb. 1955) 


of- 


And here are more ARB ratings: 


SAN ANTONIO 26.1 56.4% share 
MILWAUKEE 34.3 64.6% share 
CINCINNATI 25.6 48.2% share 
JACKSONVILLE 37.0 86.7% share 


Advertisers go for Romero, too! 


No wonder: 


he’s big “‘box office,” 


and what's more, you can build 
exciting promotions around his 


name. Call us and check on 
your market. 


CESAR ROMERO, starringin... 


Produced by 
Hal Roach, Jr. 


ABC FILM 
SYNDICATION, 





INC. 


7 West 66th St., N. Y. 


CHICAGO + ATLANTA - DALLAS - 
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Set Count (Cont'd from 99) 


City 


Corpus 
Christi 


Dallas 
(Ft. Worth) 


El Paso 


Fort Worth 
(Dallas) 


Galveston 


Station vhi Unt Color 
KVDO-TV 40,850 _ 
L. W. “Bud” Smith, g. m.; V. 
Eugene Tinsley, c. m. 
KRLD-TV 471,489 150 
Roy M. Flynn, st. m.; W. A. 
Roberts, asst. ¢. m. chg. sls. 
WFAA-TV 471,439 150 
Ralph Nimmons, st. m.; Mike 
Shapiro, c. m. 
KFJZ-TV—11 Aug. °55 
KROD-TV 72,631 — 
Val Lawrence, v.p. & g. m.: Dick 
Watts, gen. sls. m. 

KTSM-TV 68,382 - 
Karl O. Wyler, p. & g. m.: Roy 
T. Chapman, v.p. & sls. m. 
WBAP-TV 472,000 325 
George Cranston, st. m.; Roy 

Bacus, ¢c. m. 
KGUL-TV 394,000 _— 
Paul E. Taft, p. & g. m.:; Robert 


S. Wilson, g. sls. m. 








——t 
A Holl 
Professional 16mm Sound-On-Film Motion 
Picture Cameras for Television Newsreels, 


Commercials and Kinescope Recording off 
the TV picture tube. Write for free catalog. 


BERNDT-BACH, Inc. 


983 No. Mansfield Ave., Hollywood 38, Calif. 


SINCE 


ywood 1931 








JACK A. 
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low cost... 
. flexible 


One of the largest 
suppliers of tem- 
porary lighting 
facilities any- 
where in the U.S. 
and Canada. 


Rental equipment 
Service includes 
installation and 
removal at one 
low cost. 


free estimates 


Write for Free 
Nai of Equipment 
f\\\ 


FROST 


Department TA 
234 Piquette Ave. 
Detroit 2, Michigan 


Television Age 


City 


Harlingen 


Houston 


Longview 


Lubbock 


Lufkin 
Midland 


San Angelo 


San Antonio 


Temple 


Texarkana 
(Tex.-Ark.) 
Tyler 


Waco 


Weslaco 


Wichita Falls 


Salt Lake 
City 


Montpelier 


Hampton 
Harrisonburg 


Lynchburg 


Newport 
News 
Norfolk 


Richmond 


Roanoke 


Bellingham 


Pasco 


Seattle 
(Tacoma) 


Station Unf Color 


City 





KGBT 68,000 

Troy McDaniel, ¢. m.; 
Roberts, nat. sls. m. 

KGUL-TV (see Galveston) 

KPRC-TV 404,500 

Jack Harris, g. m.; 
nat. sls. m. 

KTRK-TV 404,500 

Willard E. Walbridge, ¢. m.; 
Bennett, c. m. 

KTVE 18,000 _ 

Barre Monigold, st. m.: A. James 
Henry, g. m. 

KLTV (see Tyler) 

KCBD-TV 80,868 — 

Joseph H. Bryant, p. & g. m.; 
George L. Tarter, c. m. 

KDUB-TV 80,868 

W. D. (Dub) Rogers, p.: 
Collie, nat. sls. m. 

KTRE-TV—9 July 55 

KMID-TV 39,250 

Ray or g.m.; Lambert Cain, 
ec. 

KIXI-TV 41,198 
. H. +o g.m.; E. 0. Thom- 
esen, c. 

KENS-TV "253,505 17 

Albert D. Johnson, g. m.; Wayne 
Kearl, g. sls. m. 

WOAL-TV 253,505 30 

James M. Gaines, v.p. & g. m.; 
Ed V. Cheviot, c. sls. m. 

KCOR-TV—41 July °55 

KCEN-TV 117,109 

Harry Abbott, st. m.; 
Bishop, ¢. m. 

KCMC-TV_ 131,990 

Walter M. Windsor, g. m. & c. 

KLTV 90,107 

Marshall H. Pengra, g. m. 

KANG-TV 50,269 

Bob Walker, st. m.; Chas. L. 
Howell, asst. m. 

KWTX-TV 71,250 

M. N. Bostick, v.p. & g. m.; Mack 
Brinegar, tv sls. m. 

KRGV-TV 48,215 

Byron W. Ogle, tv d.; Jack Keasler. 
ce. m. 

KFDX-TV 89,750 

Howard H. Fry, g¢. m.; Mott M. 
Johnson, nat. sis. m. 

KWFT-TV 94,130 

Kenyon Brown, p. 


Ingham 8S. 


00 
Jack McGrew, 


200 
Bill 


George 


Burton 
m. 


UTAH 
KSL-TV 174,100 128 
D. Lennox Murdoch, 

Edward B. (Ted) 


vp. & m.; 
Kimball, ¢. 

128 
Pp. & m & 


KTVT 174,100 

G. Bennett Larson, 
sls. m. 

KUTV 181,500 

Brent Kirk, st. m.; 
phy, sls. m. 


John P. Bro- 


VERMONT 


WwMVT 130,827 — 
Stuart T. Martin, v.p. & g. m.; 
John A. Dobson, sls. m. 


VIRGINIA 


WVEC-TV (see Norfolk) 

WSVA-TV 109,684 

Frederick L. Allman, p. & &. 
Howard C. Evans, sls. m. 

WLVA-TV 225,000 

Philip P. Allen, v.p. & g. m.; 
Joseph F. Wright, Jr., c. m. 

WACH-TV (see Norfolk) 


m.; 


WACH-TV 13 37,500 

H. A. Seville, g. m.; Tiny Hutton, 
sls. m. 

WTAR-TV 360,057 50 

Campbell Arnoux, p. & g. m.; 
Robert M. Lambe, gen. sls. m. 

WVEC-TV 138,000 95 

Thomas P. Chisman, p. & g. m.: 
Harrol A. Brauer, Jr., v.p. & 


190,425 300 
Wilbur M, Havens, g¢. m. & ec. 
m.; Walter A. Bowry, Jr., asst. 
g. m. & asst. sls. m. 
WSLS-TV 342,908 
James H. Moore, ex. 
Fitzpatrick, asst. 


50 
v.p.;: Horace 
& ec. m. 


WASHINGTON 


KVOS-TV 183,539 

Rogan Jones, p.; Fred Elsethagen, 
sls. m. 

KEPR-TV 50,621 

Thomas C. Bostic, v.p. & g. 

R. Cary, sls. m. (Satellite « oe 

KIMA-TV, Yakima) 

KING-TV 435,100 180 

Otto P. Brandt, v.p. & g. m.: A. 
P. Hunter, c. m. 


Spokane 


Tacoma 
(Seattle) 


Yakima 
(Pasco) 


Charleston 


Huntington 


Oak Hill 
(Beckley) 
Parkersburg 


Wheeling 


Eau Claire 


Green Bay 


La Crosse 


Madison 


Marinette 
(Green Bay) 


Milwaukee 


Superior 


Wausau 


Cheyenne 


Anchorage 


Fairbanks 


Hilo 


Honolulu 


Wailuku 


San Juan 


Station vhi Uhf Color 

KOMO-TV 429,500 177 

W. W. Warren, v.p. & g. m.; Ray 
Baker, v.p. & c. m. 

KHQ-TV 120,140 20 


Richard O. Dunning, p. & &. m.; 
John H. Pindell, c. m. 
KXLY-TV 114,702 
Richard E. Jones, 
Robert Struble, 
KREM-TV 107,171 


vp. & gs. m.; 
sls. m. 


Louis Wasmer, owner; Robert H. 
Temple, m. 

KTNT-TV 429,500 177 

Len Higgins, m.; Larry Carino, 
ec. m. 

KTVW 429,500 — 

Roger D. Rice, st. & g. sls. m. 

KIMA-TV 50,621 = 

Thomas C. Bostic, v.p. & £&.m.; 
H. R. Cary, sis. m. 

WEST VIRGINIA 

WCHS-TV 423,234 os 

John T. Gelder, Jr.. ¢. m.; John 
L. Sinclair, Jr., sls. m. rad.-tv 


WSAZ-TV (see Huntington) 

WCHS-TV (see Charleston) 

WSAZ-TV 563,761 

Lawrence H. Rogers, v.p. & €. m.; 
C. Tom Garten, asst. g. m. 

WHTN-TV—13 Spring 55 

WOAY-TV 262,840 


Robert R. Thomas, Jr., 0. & m. 
WTAP 35,802 _ 
Jerry Burns, sis. m. 

WTRE-TV 306,500 78 
Robert W. Ferguson, ex. v.p. & 


H. Needham Smith, sls. 


S. m.: 
m. 
WISCONSIN 
WEAU-TV 75,000 


H. S. Hyett, g. m.; Richard Kep- 
ler, st. m. 


WBAY-TV 235,000 — 
Burke Farquhar, st. m.; Robert 
C. Nelson, sls. m. 


WMBV-TV (see Maripette) 
WFRV-TV—S5 June ’55 
WKBT 90, 


Howard Dahl, g. m.; Robert Z 
Morrison, Jr., sls. m. 

WKOW-TV 103,000 _— 

Ben F. Hovel, g¢. m.; Robert 
Loomer, sls. m. 

WMTV 75,000 — 


Morton J. Wagner, st. m. & sls. m. 

WMBV-TV 211,440 

Joseph D. Mackin, g. m.; William 
R. Walker, st. m. 

wxrx 398,255 

Edmund C. Bunker, sta. m. : 'Theo- 
dore C. Shaker, sls. m. 

WTMJ-TV 770,439 211 

Walter J. Damm, g. m., tv. & rad.; 
Neale V. Bakke, sls. m. 

wtvw 550,000 

I. E. Showerman, st. m.; L. A. 
Larson, sls. m. 

KDAL-TV (see Duluth, Minn.) 

WDSM-TV (see Duluth, Minn.) 

WSAU-TV 

George T. Frechette, v.p. & ¢. 
Richard D. Dudley, asst. g. 
& c. m. 


WYOMING 
KFBC-TV 49,000 
Wm. C. Grove, g. m.: 

Cahill, ¢. m. 
ALASKA 
KENI-TV 15,250 
Jack D. Ellison, g. m.; 
Duncan, sls. m. 
KTVA 16,000 
A. G@. Hiebert, p. & g. m. 
KFAR-'¥v ——— 
James G. Duncan, g¢. m. & chf. 
engenr.; Phil Howarth. sls. m 
KTVF 3,500 
Walter A. Welch, m.; William 7 
Hunt, c. m. 


m.; 
m 


Charles P. 


James G. 


HAWAII 
KHBC-TV —_— _ 
J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 


KGMB-TV 71,192 
C. Richard Evans, v.p. & g. m.: 
Ralph Davison, sls. m. 
KONA 70,000 
John D. Keating, p. & g. m.: 
James A. Wethington, sls. m. 
KULA-TV 71,193 
Jack A. Burnett, g. m.; 
LaRue, g. sls. m. 
KMAU ee 
J. Howard Worrall, p. (Satellite of 
KGMB-TV, Honolulu) 
PUERTO RICO 
WAPA-TV 43,345 
Delfin Fermandez, g. m.: 
Mundo Quinones, c. m. 
WKAQ-TV 65,000 
Rafael Delgado Marquez, ¢. m.: 
Leslie Highley, sls. m. 


Hugh B. 








In the picture 


Dr. Frank Stanton, president of CBS, Inc., has announced the appointment of H. C. Bonfig 
as president of CBS Columbia, its television and radio receiver manufacturing division. 
Mr. Bonfig, formerly vice president and director of sales for the Zenith Radio Corp., Chi- 
cago, is being succeeded there by Leonard C. Truesdell who has been vice president for 
tv-am sales. Mr. Bonfig has been a vice president of the Zenith Corp. for the past 11 years, and 
it was under his direction that the company entered television set-production. As a result, he 
brings to his new position thorough experience in production and styling, as well as over-all 
operations. Previously, he served as commercial vice president for the Radio Corp. of America. 
Scheduled to assume his new duties the middle of this month, Mr. Bonfig has been spending a 





part of the interim at one of his favorite pastimes — a little fishing. 


Assistant general manager in charge of marketing, and general sales manager of the 
Westinghouse Corp.’s television-radio division, Metuchen, N. J., is the new, double-barreled 
title of Dan D. Halpin. And he brings to Westinghouse a double-barreled background in 
both sales management and broadcast equipment. Previously, he has served as general sales 
manager of the Du Mont Laboratories’ receiver division since 1952. Before that, he had been 
with RCA, most recently as manager of tv receiver sales, since 1939. He had his first job as 
general sales manager with Dictograph Products Co., Inc., where he also served as vice 
president and director. Dan Halpin, who lives in Montclair, N. J., is an avid sports enthusiast, 
an interest that was heightened when he spent four years in association with the late Knute 
Rockne at Notre Dame. Now, he helps the RETMA promote sports telecasts. 





Two men who've been with Westinghouse Broadcasting Co. since 
they left college two decades ago have been named to important new 
posts. W. C. Swartley (1) is vice president-Boston, while Joseph 
E. Baudino (r) serves as vice president-Washington. Bill Swart- 
ley, g.m. of wBz-TV Boston, is a Cornell man, Class of °30, has also 
managed wowo Ft. Wayne until he moved to Boston in 1940. Joe 
Baudino, Univ. of Ill., Class of ’27, managed the pioneer Westing- 
house station KDKA Pittsburgh, founded in 1920. Named executive 
v.p. of the company in 1953, he’ll remain in Washington as chief 





when Westinghouse moves headquarters to New York this month. 


James W. Beach has been sales manager for wBKB Chicago, owned and operated by 
ABC-TV, for almost two years, helping build it into what the network calls one of its “most 
prosperous tv operations.” As a result, Mr. Beach has now been named director of the net- 
work’s central division, Chicago. A Northwestern grad (Class of °30), Jim joined the Hearst 
newspapers, ten years later was sales manager of national building, real estate advertising. 
Then, he moved to WIND and wJJp Chicago, before transferring his sales-advertising knowl- 
edge in 1944 to Chicago’s largest building firm. And for three years, he was in private busi- 
ness as co-owner of a brick and material factory. But in 1950, Jim returned to broadcasting 
when he signed up as sales assistant to WBKB’s manager John Mitchell, now v.p. in charge of 
the tv network. Mr. Beach became sales manager and now, as noted, division director. 





The Sir Walter Television Co., owner and operator of wNAo-tv-am Raleigh, N. C., has named 
John H. Bone, 38, general manager of television operations. Mr. Bone formerly was man- 
ager of WNEM-TV Bay City (Saginaw), Mich., having supervised construction and initiation 
of the outlet in 1954. For two years before that, he was sales manager of wLw-T, the Crosley 
station for Cincinnati. Previously, he had broad radio experience as president and general 
manager of wBaT Marion, Ind., but left am in order to learn the tv-side of the business. A 
midwesterner, John was born in Cleveland and attended Indiana University. His first post was 
in the administrative division of Continental Steel Corp., Kokomo, Ind., a job that was cut 
short by the advent of war. Inducted as a Private, John was discharged a Major and managed 
to graduate, as well, from the Duke School of Finance in the meantime. 
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In the picture 





As general manager of Triangle Publications’ radio-tv division, the industry’s noted 


J. Howard Wood (r), business manager of The Chicago Trib- 
une, has been elected president of wen, Inc., with Frank P. 
Schreiber, vice president and business manager. Mr. Wood, who 
started as a newspaper carrier in Canton, Ill., joined The Tribune 
in 1925, has held top posts since 1939. A board member for a vast 
number of business and charitible groups, he also is a director of 
wpix (New York), Inc. Mr. Schreiber’s 35-year Tribune service 
dates back to his after-school hours. Head of all wen broadcasting 
activity since 1940, he helped lay the groundwork for MBS, got its 
exclusive World Series tv-am rights and serves on its board. 





Roger W. Clipp has another station group under his wing, WNBF-tv-am Binghamton, N. Y.’s 
only — and thriving — outlets: The FCC has given its official nod to Triangle as sole owner. 
And wnsF-ty has the distinguished company of WFIL-tv-am Philadelphia, as well as the 
50-per-cent-owned wucB Harrisburg. (Triangle, headed by Walter Annenberg, publishes The 
Philadelphia Inquirer, Tv Guide, Seventeen, as well.) Roger Clipp has reaffirmed the Bing- 
hamton outlet as a “hometown” station, retaining its current manager and geared to local 
needs. The new owners intend to augment programming, however, with increased local news, 
“extensive” farm service and items like WFIL-TV’s award-winning University of the Air. Says 
Mr. Clipp, “We respect the achievements of the WNBF stations . . . plan no sweeping changes.” 





The Station Representatives’ Assn. has a new managing direetor in Lawrence Webb. He 
succeeds to the post upon the resignation of Thomas F. Flanagan, who will continue, however, 
as SRA consultant. A native of Ohio, Larry Webb’s early training was in retail office manage- 
ment and accounting, but he got his real start in 1940 when he joined wJw Cleveland as office 
head in his home town, Akron. With Navy-time out, he rose to assistant to the president (then 
Wm. O'Neil), assistant g.m. and vice president of wJw, Inc. and wyw Enterprises (Muzak 
franchise, talent bureau and the like). From there, he went in 1953 to WLOK-tv-am Lima, Ohio 
(now WIMA-tv-am) as national sales manager and thereby picked up his knowledge of New 
York’s nerve-center operations. Sportsminded Larry Webb is an avid skier — he says he likes 





Canadian slopes best — gets a kick out of golf and riding, too. 


The all-industry sales and promotion organization, Television 
Bureau of Advertising, has named two new membership chairmen, 
Lloyd Griffin (1) for the northeast and John T. Murphy (r) 
for the new midwest division. Mr. Griffin is vice president in charge 
of tv for Free & Peters, Inc., national representatives, has been in 
broadcasting since 1932 when he started with wipo and wsBBM 
Chicago. Mr. Murphy is vice president in charge of Crosley sta- 
tions WLW-T Cincinnati, wLW-p Dayton, wLw-c Columbus and 
wLw-a Atlanta, has been responsible for many Crosley-originated 
network programs. He also headed TvB’s former northeast group. 
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Director of sales — that’s the title awarded Robert H. Salk by Screen Gems, Inc., tv sub- 
sidiary of Columbia Pictures Corp. Until Aug. 1, however, he continues as general manager of 
Station Films, Inc., a subsidiary of The Katz Agency. As such, he’s been buying films for a 
large group of the tv stations represented by Katz and has, needless to say, picked up A-1 
experience for his new post. Bob first joined The Katz Agency in 1945 as research director, 
subsequently headed tv sales in Chicago, then returned to New York to take charge of tv sales 
development. It was then he created Tv Facts for Advertising, a sales presentation that drew 
huzzas from the industry. He left the rep in 1950 to serve with CBS Network sales, returning 
to manage both tv programs and sales development for Katz a year later. And when it formed 
Station Films in 1953, he was named general manager. 








Wash. Memo (Contd from 90) 


let us here give it the working name of 
‘Committee to survey what the public 
wants from television—to be com- 
posed of distinguished members of the 
public representing the arts, religion, 
labor, industry, education and social 
and political scientists and television 
The CBS connection with the 
Let it 


develop a list of the most difficult, vex- 


critics. 


committee would then cease. .. . 


ing or perplexing questions on which 
public opinion of all degrees should be 
solicited as to the role of television in 
our society—and then let those ques- 
tions be turned over to an experienced 
professional group for a field study to 
collect the answers the public gives 
back. We need those answers.” 


JOHN E. FETZER, President, Fetzer 
stations, Chairman of the Television 


Code Review Board: “ 


that television will be held accountable 


It is inevitable 


for its decorum in the matter of pro- 
. We should, with equal 


force, represent the best standards of 


duction. . . 


entertainment, the press, the educa- 
tional institution, the church, the public 
forum, and a multiplicity of other en- 
tities. If this industry is to continue to 
fulfill its destiny as a free institution 
in America, we cannot abide blatant 
irresponsibility. There is no reason 
now, and there will be none in the 
future, for further regulation unless we 
ourselves—through indifference—pro- 


vide it.” 


OLIVER TREYZ, President, 
sion Bureau of Advertising: 


Televi- 

“TvB 
means more business for tv advertisers. 
Television is the marketing counterpart 
of the miracle machines of production. 
It is the selling machine which pre- 
pares the product for the market. The 
Television Bureau of Advertising in- 
tends to broaden advertisers’ 
television by selling tv as an effective 


use of 


medium. Television is the one and only 
form of advertising that’s dynamic 
enough, big enough and psychologi- 
cally compelling enough to pace Ameri- 
ca’s marketing boom . . . to create new 
opportunities for our outpouring of 
industrial productivity . to keep 
growing with our economy by helping 
our economy to grow.” 
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CAMERA SUPPLIES 








Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


Gamera CQ EQu 


1600 RASQI 
JUdson 6-1420 


UIPMEnT 


New York City 











Sales-Service-Rentals 


Motion Picture and Television Equipment 
WRITE FOR CATALOG, Dept E 


NATIONAL CINE EQUIPMENT, Inc. 


209 W. 48th St., New York 36, N. Y. — Circle 6-0348 








MUSICAL COMMERCIALS 











COMMERCIAL PRODUCERS 





FREE MOVING PUPPETS 
Write or phone for details. 
GLOBAL TELEFILMS INC. 


35 West 53rd Street 
New York, N. Y. 











phil davis 
musical enterprises 


“distinctive musical 
commercials” 


1650 BROADWAY ® N. Y. 19, N. Y. 
COlumbus 5-8148 


Brochure on request 











CIrele 5-7991 
CONSULTANTS SES. Re i 
| 
— J. Scripps Assoc. Television Age 
ation C Itants 444 Madison Ave., N. Y. 22 





1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 











FILM EQUIPMENT & PROCESSING 


lf If's Film Production 
Equipment s.0.s. Has 12 


Here, under one roof, an entire building, 
are all your needs for producing, processing, 
recording and editing motion picture films 
—no need to shop around—we have it—and 
at worthwhile savings. Visit our showrooms 
or send list of your needed equipment and 
we will submit full descriptions with illus- 
trations and prices. 

Dept. 


S.0.S. CINEMA SUPPLY CORP. "Fx 


602 W. 52nd St., New York 19 Cable: SOSOUND 








* Quiet * Roll ’em 


eACTION! 


— Equipment for the movie — 
— and Television Producer —— 
THE CAMERA e MART, Inc. 
1845 B’way N.Y. 23, N.Y. Circle 6-0930 














SERVICE DIRECTORY 
ORDER FORM 











Please insert my advertising 
message in your “Service Di- 


rectory.” 





Frequency & Rates 


CO) 1 time 
Pa en csGh sks scenes 20 
CS ME ci cupswascocnees 15 
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The British magazine Punch offers 
this testimony to the influence of tele- 
vision on our times: “ ‘Stage, Screen 
and Radio’ has done wonders in its 
time to sprinkle stardust on variety 
playbills. Now the slogan is dead, and 
the publicity manager’s problem is how 
to work in a reference to the cachet of 
the cathode tube. This has been man- 
aged neatly in current billing of artists 
appearing at Eastbourne’s Royal Hip- 
podrome: ‘See them before they appear 
on television’.” 

The juxtaposition of items in our 
daily mail is sometimes downright 
ominous. Take the other day. The 
first piece on the pile was a news re- 
lease which told: $25,000 LIFE IN- 
SURANCE POLICY GIVEN TO ALL 
MCA-TV LTD. EXECUTIVES. This 
was followed by a four-page pamphlet 
containing one essay on WHY WOM- 
EN OUTLIVE MEN. 


* * * 


Earl J. Hudson, vice president in 
charge of Western division of ABC- 
TV, made a speech a while ago on 
“Getting New Accounts Through 
Showmanship.” Included in Mr. 
Hudson’s talk was an example of 
how the movie composer, Dmitri 
Tiomkin, used unusual showmanship 
during the recent Academy Award 
voting period. “Mr. Tiomkin,” Hud- 
son explained, “hired a skywriter to 
emblazon the words, ‘The High and 
The Mighty’ in the air a mile above 
Beverly Hills. But apparently, the 
academy members on the ground 
thought it was just some clever smog 
learning to write, because the song 
didn’t win an Oscar. However, the 
skywriter got six new customers be- 
cause of the stunt!” 

x * * 

What with Ziv about to film a tv 
series of Dr. Christian, MCA-TV’s 
shooting Dr. Hudson’s Secret Journal 
and J. Walter Thompson’s package, 
For Doctors Only, joining Medic in 
the tv network lineup in the fall, it 
would seem that in any case we've got 
prescription tv. 


~ ~ * 


Life in this Television Age: Prints 





of two Hopalong Cassidy films, Strange 
Gamblers and Unexpected Guest, are 
now in the archives of the Library of 
Congress in Washington, D. C. . . . 
And on the Hopalong Cassidy Theatre 
over WFIL-TV Philadelphia, a pleas- 
ant, pliable pet parakeet named Chips, 
who appeared regularly as a kind of 
co-host, suddenly turned nervous, ir- 
ritable and couldn’t keep down his 
food. The doctor, ordering Chips off 
the show for an extended rest, diag- 
nosed his condition as “tv neurosis.” 


. . - Davy Crockett, the man-legend tv 





resurrected from his Alamo death- 
place (1836), received write-in votes 
for many minor offices in the recent 
primaries held in Pittsburgh, Pa., and 
was, in fact, in the 7th District of the 
6th Ward, “elected” judge of elections 
by one vote. 
* *e * 

While on the subject of Davy, Davy 
Crockett: The Wall Street Journal 
reports that at least two companies 
anticipated the present Davy Crockett 
merchandising boom which has retail 
sales zooming over the $100 million 
mark. Way back in 1889, Betterton & 
Co. of Knoxville, Tenn., registered the 
trademark “Davy Crockett Wisky.” 
And in 190%, Cincinnati's Union Dis- 
tilling Co. turned up on U. S. Patent 
Office rolls with “Davy Crockett Pure 
Copper Whiskey.” 

* ” * 

One day, Carroll Hebbell, a news- 
film cameraman at WMAR-TV Balti- 
more, happened on a four-alarm blaze 
on his way home from work. Not 
having a camera with him, he hurriedly 
parked his car and ran into a photo 


reve soc I Camera 






supply store across from the fire, bor- 
rowed a camera and film and shot the 
event as an exclusive for that night’s 
WMAR-TV 7 O'Clock Final. 

The man who loaned Mr. Hebbell 
the camera and film also owned the 
drug store which was burning down 
across the street. 


* a > 


Several weeks ago a commercial on 
the U. S. Steel Hour demonstrated for 
one of the subsidiaries, Universal-Atlas 
Cement, how to make cement slabs for 
an outdoor terrace and invited do-it- 
yourself viewers to write in for a free 
instruction booklet. The cement com- 
pany was ready to fill 35,000 requests. 
But they've got 155,000 — and more 
are still pouring in. 

* * * 

Brussels Sprouts: There are plans 
afoot in Belgium to build a 2,180- 
foot television tower on the site of 
the 1958 Brussels International Ex- 
hibition. 
this stands as the world’s tallest. 

* * * 


For the moment anyway, 


A theatrical Henry C. 
Brown, Inc., N. Y., surveyed tv com- 


agency, 


mercial announcers with the following 
results: Sixty-two per cent considered 
their work “creatively satisfying,” the 
rest said it was “frustrating”; 68 per 
cent use the products they sell, 30 per 
cent do “on occasion” or “when pos- 
sible” and the remaining two per cent, 
“never; 60 per cent of the announcers 
admitted strangers recognized them, 
while 40 per cent have never been 
noticed and several of these com- 
plained bitterly about it; and, finally, 
to the question— Do you think you 
are adequately paid? The Brown sur- 
vey reports the 


general trend of 


thought: no. 
* * oh 

The management of this corner will 
award a polished red apple to the first 
reader who either appears in our 
offices in person or writes, phones or 
wires us to point out what’s wrong 
with a hand-lettered sign that showed 
up on the screen of a recent Robert 
Montgomery show called The Tall, 
Dark Man. The sign incorrectly said, 


“Teacher’s Meeting Today.” 
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© Controllable corner insert @ Optional special effect 


present your “commercial” 


ge ‘ tibw—with RCA’s new Special Effects Equipment—you can 
have these 12 attention-getting effects right at your fingertips. 
You push the button for the effect you want. You swing the 
“control stick” (rotatable 360°) and put the selected effect in the 
picture wherever you want it. It’s simple, inexpensive—requires 
no complicated equipment or extra cameras. 


RCA’s Special Effects Equipment consists of just two separate 
units; (1) a TG-15A control panel (shown left) and generator, 
(2) and a TA-15A amplifier. The Special Effects Panel can be 
inserted in any RCA Console housing. The other units can be 
mounted in your video racks. Installation couldn’t be easier. 


For quick delivery, order your RCA Special Effects 
Equipment direct from your RCA Broadcast Sales 
Representative. 


< RCA Special Effects Control Panel—with 12 push- 
button selection and 360° rotatable stick control. 


RADIO CORPORATION of AMERICA 
ENGINEERING PRODUCTS DIVISION CAMDEN, N. J. 
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Climaxing 
a YEAR 


of COLOR 
operation... 














WKY-TV'S “Festival 
. . . @ 30-minute network telecast in full 


compatible color from the studios of WKY-TV, 
carried coast-to-coast by NBC-TV! 


With the colorcast of the “Square Dance Festival” 
on April 23, 1955, WKY-TV staff members once 
again demonstrated the know-how that has made 
WKY-TV the leader in Oklahoma Television! 


From coast-to-coast, viewers watched the best 
exhibition groups of the National Square Dance 
Convention in the first full-length color program 
to be fed an entire network by an independent TV 
station! 

WKY-TV employed only its own staff and 
facilities to produce a network calibre show, the 
same production know-how which is responsible 
for Oklahoma’s most popular programming on a 
day-to-day basis. 

So, whether your plans call for color or black- 
and-white TV .. . let the leadership of WKY-TV 
in Oklahoma TV .. . born of experience and 
cumulative know-how . . . work for you as it has 
for others in reaching the largest Oklahoma audi- 


ence for your TV dollar.* 


* ARB Metropolitan Area Report of March, 1955, reveals that 23 of 
TOP 25 TV shows are on WKY-TV. 


OKLAHOMA CITY 








